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Rough Proofs 


Perfume manufacturers seem to 
have adopted the type of noméncla- 
ture long affected by horse owners. 
Lanvin’s latest is Pretexte, by Scan- 
dal-My Sin, out of Rumeur. 
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This is what the advertising trade 
journals refer to as a family—and 
what a family—of products. 
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There seems to be a slight differ- 
ence of opinion about feminine 
psychology. Soap advertisers work 
on the theory that every woman 
should be content with one man, 
while the perfume people believe 
that all are vampires by nature. 
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Perhaps the most accurate clew 
to what goes on in the mind of the 
female of the species is found in the 
electric razor headline: “I bought a 
Schick for my husband—both of us 
use it.” 

ee 


Just as the suspense becomes un- 
bearable, she explains that “both of 
us use it for different purposes.” 
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Electric razor manufacturers owe 
many sales less to a husband’s de- 
sire for a change than to compas- 
sion for a wife who is unable to 
shave her legs—limbs to you—with 
an old safety razor without inflicting 

* paintul weands.. sail 
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The electric razor folk have added 
insult to injury, from the viewpoint 
of competitors, by appropriating the 
smiling countenance of Santa Claus, 
long used as a trade-mark by a 
manufacturer of razor blades. 
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Schick ads show St. Nick ponder- 
ing over one of the gifts he bears: 
“Maybe I’ll have to come to it.” 
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Packard Lektro-Shaver is less re- 
strained, performing a major opera- 
tion on Kris Kringle—that is, por- 
traying him in the act of shearing 
his whiskers. 
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Perhaps the artist should have 
painted a million weeping children 
into the background. 
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If this keeps up, advertisers will 
become known as destroyers, instead 
of creators, of illusion. 
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Copywriters have long moaned 
about their anonymity. But think of 
the obscure and underpaid gag writ- 
ers who provide merry quips for 
radio comedians, thus lining their 
overcoats with fur. 
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All of the tickers pictured in any 
given watch advertisement show 
the same time. This, according to 
the advertisers, is to keep the cus- 
iomers from going crazy. 


¥ 3 
The advertisers select slightly 
different time, however. Gruen sets 


the hands at 8:17, Ingersoll, 
and Alvin, 8:21. 


8:20, 
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The Culbertsons are going to di- 
vide because Ely is “a married man 
with bachelor instincts.” 

The guy should have taken up 
Canfield. 

Copy Cus. 


WECO- MCKESSON 
DEAL WITHDRAWN 
FROM NEW YORK 


State Drugeists’ Association 
Exerts Pressure 


New York, Dec. 1—Weco Products 
Company, Chicago, and McKesson & 
Robbins, Bridgeport, Conn., have 
withdrawn one of their combination 
deals from New York state, as the 
result of pressure from the New 
York State Pharmaceutical Associa- 
tion. The organization recently asked 
all manufacturers operating under 
minimum prices to state their posi- 
tions on combinations, to which the 
association is bitterly opposed. 

In announcing withdrawal of one 
deal, the association paid an unin- 
tentional tribute to the potency of 
the other. Provision was made only 
for 5,600,000 units of the Dr. West 
toothbrush-Calox tooth powder com- 
bination, and this supply has already 
been exhausted, though the offer does 
not expire until Dec. 15. 


New Prices Announced 


The deal offering Dr. West’s tooth 
paste in combination with RX 59 
antiseptic solution has been with- 
drawn. Since no consumer adyertis- 
ing has been used in connection with 
this joint offering, neither of the two 
companies has been publicly pledged 
to market the combination. Only 
business paper advertising has been 
used thus far. 

Because much of the merchandise 
involved in the proposed deal was al- 
ready in the hands of wholesalers, 
the latter have been authorized to 
split the deal and sell the products 
to retailers at new prices. The latter 
will sell the tooth paste for 33 cents 
and the mouth wash for 39 cents, re- 
ceiving 72 cents in lieu of the 59 

(Continued on Page 31) 


Consumer Soon 
Can Clam Up on 
Broth Content 


New York, Dec. 2.—A bowl of 
steaming clam broth will soon be 
nothing more nor less than a small, 
dry wafer the size of a penny, when 
consumers take to the product an- 
nounced today by Abt & Lewis, Inc., 
manufacturing grocer. 

Claiming to be the only clam broth 
ever Offered in tablet form, “Abt’s 
Clam Broth Pennies” will reach the 
consumer shortly after the first of 
the year. A tube of 10 tablets will 
retail for 10 cents. 

W. I. Tracy, Inc., agency in charge, 
said that nation-wide distribution is 
being planned and promotion and ad- 
vertising plans will be completed 
about the middle of January. 
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PRICE FACTS 


Chrysler throws a heavy o> ee in ~ 

new copy in newspapers bo 

livered price in Detroit and price at the 
point of sale. 


Price Appeal 
of Auto Copy 
in New Dress 


Detroit, Dec. 3—How “regulatory” 
action can be transformed into effec- 
tive copy ammunition was demon- 
strated by automobile manufacturers 
as a survey this week showed price 
being heavily featured in automobile 
promotion in newspapers. 

Copy reveals a marked capitaliza- 
tion on the action of the Federal 
Trade Commission, which moved in 
last spring and demanded alignment 
between prices quoted in copy and 
the price of the car with the usual 
accessories. Such lines as “fully 
equipped,” tagged to the price em- 
phasis, are giving sales-clinching 
power to the new copy. 


Local Prices Given 


Current advertising featuring lo- 
cal delivered price has been released, 
among others, by two divisions of 
Chrysler Corporation, and Stude- 
baker Corporation. Chrysler copy 
placed the stronger emphasis upon 
the Detroit delivered price but also 
gave prominent display to local 
prices. Studebaker omitted reference 
to factory price and featured the lo- 
cal delivered price in bold figures. 

First copy for Ford Motor Com- 

(Continued on Page 31) 


Promotions 


New York, Dec. 3.—Use of “magic” 
devices and tricks as promotion 
themes of national advertisers was 
threatened this week by action on the 
part of professional magicians who 
armed for war on all who “menace 
our art by telling how tricks are per- 
formed.” 

Two skirmishes have marked the 
conflict so far: the R. J. Reynolds 
Tobacco Company opened its defense 
in a suit for $50,000 damages for re- 
vealing how “a lady is sawed in half” 
in the Camel cigaret “It’s fun to be 
fooled” campaign; and Julien J. 
Proskauer, president of the New 
York Chapter of the American So- 
ciety of Magicians, faced ouster pro- 
ceedings because of revelations of 
parlor tricks through his company, 
Stunts, Inc., which fed the material 
to national advertisers. 

Both developments were a direct 
result of a bitter interfactional fight 
among the magicians themselves. 
There are two schools of thought 
among the sleight-of-hand artists. 
The liberal faction, represented by 
Mr. Proskauer, maintains that sim- 
ple parlor tricks should be publicized 
and that information on how to do 
them should be given the layman to 
increase his interest in magic. They 
reason that widespread employment 
of professional magicians will result. 


Wide Advertiser List 


On the other hand the “conserva- 
tive” faction holds fast to the belief 
that the profession would be better 
off if all tricks were held secret and 
the layman never given the slightest 
inkling as to machinations behind il- 
lusions. Both sides apparently buried 
the hatchet, however, when it came 
to presenting a united front in the 
war on what they termed “unauthor- 
ized use of magic tricks by national 
advertisers.” 

Not all magic promotion has been 
“unauthorized” however, and many 
advertisers have been paying royal- 
ties for tricks used in highly suc- 
cessful campaigns. Among advertis- 
ers who have used this type of pro- 
motion are Pebeco, Swift & Co., Kel- 
logg, Caleco Laundry Blue, Seagrams, 
National Distillers, Olde Tyme Dis- 
tillers, and Buick. Test campaigns 


(Continued on Page 32) 


Last Minute News Flashes 


Leo McGivena Transfers to Briggs & Varley 
New York, Dec. 3.—Leo E. McGivena has resigned from room | & Mit- 
chell to take an executive post with Briggs & Varley, New York agency. Mr. 
McGivena was formerly promotion manager of the New York News. 


Lucien Locke Dies Suddenly in Florida 
Jacksonville, Fla., Dec. 3.—Lucien Locke, former advertising manager 
of Ethyl Gasoline Corporation, and more recently with Outdoor Advertis- 
ing, Inc., New York, died yesterday in Ponte Vedra, Jacksonville suburb. 


Atkins, Creamery Package, Appoint Evans Associates 
Chicago, Dec. 3.—E. C. Atkins & Co., Indianapolis, and Creamery Pack- 
age Mfg. Company, Chicago, today appointed Evans Associates, Inc., Chi- 
cago, as their advertising agency, effective Jan. 1, 1938. Atkins makes all 
types of saws; Creamery Package, dairy plant equipment. 


RCA Renews Sponsorship of Metropolitan Opera 


New York, Dec. 


3.—Sponsorship of the Metropolitan Opera Company 


Saturday matinee broadcasts was renewed for the second successive year 


today by Radio Corporation of America. 


RCA-Victor products will be pro- 


moted on the program over National Broadcasting Company Blue network. 


Schiaparelli Tie-Up Spurs New Formfit Campaign 


Chicago, Dec. 3.—Preparation of a new campaign in national magazines 


and newspaper rotogravure sections 


was launched by Formfit Company, 


foundation garment maker, today, based on a style service tie-up with 


Schiaparelli, Paris designer. 


L. D. Wertheimer Company is the agency. 


Two Cigaret Companies’ 


Get Center 


Stage in Court Contests 


New York, Dec. 3.—Busily eccupied 
with its national $250,000 “reason 
why” contest which winds up Dec. 11, 
P. Lorillard Company was suddenly 
faced this week with court action 
from a disgruntled contestant who 
had entered the first $200,000 “puzzle 
solving” contest conducted earlier in 
the year, 

Filing a petition in the Appellate 
Division of the Supreme Court of 
New York, Edward A. Malloy of 
Scranton, Pa., asked permission to 
examine officials of the company to 
determine why he didn’t receive a 
prize for his entry. This was denied 
today when the court ruled “no rea- 
sonable grounds” had been exhibited 
to indicate a meritorious case. 

Mr. Malloy’s recourse to the courts 
was preceded by a direct mail cam- 
paign against the company in the 
form of a small pamphlet which set 
forth his case and concluded, “The Old 
Gold contest is unfair, unjust, and 
illegal.” 

The pamphlet was mailed to sev- 
eral New York newspapers and indi- 
viduals prominent in advertising. 

Officials of Lennen & Mitchell, Inc., 
Old Gold agency, told ApveRrTisiNG 
AcE that Mr. Malloy had reached the 
finals of the contest. He had been - 
vestigated, they said, and his pu 
answers and essdy had been one 
300 selected for final judging. It was 
explained, however, that the judges 
were instructed to choose only 200 
top prize winners out of the 300 sub- 
mitted to them. The agency also ex- 
plained that the final judges did not 
know the names of the contestants; 
that each essay was identified by 
merely a number; and that at no 
time did the judges base their deci- 
sions on anything but the merits of 
the letters. The agency pointed out 
its lack of jurisdiction in the matter 
and drew the obvious conclusion that 
Mr. Malloy’s letter just wasn’t good 
enough to win one of the top prizes. 

In the petition to examine officials 
of the Lorillard Company, Mr. Malloy 
stated that when he was informed by 
Old Gold investigators that he would 
win a major prize, he contracted 
many debts that he would not have 
otherwise incurred. 

The company contends that Mr. 
Malloy was bound by the rules of the 
contest, which gave P. Lorillard final 
determination of the winners, and 
that the purpose of the petition was 
primarily to harass the company. 


Boston Stock 
Exchange Turns 
to Advertising 


Boston, Dec. 2.—Establishing a 
precedent in its 103 years of exist- 
ence, the Boston Stock Exchange will 
start a newspaper advertising cam- 
paign to make known to investors 
and the public the advantages which 
it affords as the only “national se- 
curities exchange” in New England. 

“The Boston Stock Exchange is 
convinced that it is its duty, as well 
as sound business policy, to make 
more widely known to New England 
investors the efficient economic serv- 
ice which it provides,” said Presi- 
dent William B. Long. 

The Boston Stock Exchange is fol- 
lowing the lead set by the New York 
Stock Exchange, which recently used 
newspaper space to advertise a book- 
let describing its operations. 
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Ask Statement 
of Formula on 


Remedy Labels 


Washington, D. C., Dec. 2.—A re- 
quirement that labels of proprietary 
remedies identify the drugs which 
enter into their composition will be 
the chief plank in new drug legisla- 
tion to be sought by Secretary of Ag- 
riculture Wallace. The chief argu- 
ment for such a law is that it would 
simplify the task of the physician 
called to minister to a patient in case 
of an unfavorable reaction from any 
remedy. 

While this representation is not 
new, it is given new force by the re- 
cent elixir sulfaniamide case. Though 
several deaths resulted from use of 
this drug, the manufacturer did not 
break the law as it is written today, 
according to the Food and Drug Ad- 
ministration. 

Owners of proprietary remedies 
have contended in the past that such 
a law, requiring disclosure of secret 
formulas, is unfair. The present pro- 
gram of the administration contains 
other provisions equally damaging, 
from the viewpoint of the medicine 
manufacturer. 


One proposal is to require labels to 


give directions for use and warntenel 


against probable misuse. The Food 
and Drug Administration contends 
that much harm results from inade- 
quate directions and from lack of 
warning against over-dosage, or ad- 
ministration to children. 


Station WLW Promotes 
Four, Adds Dunville 


E. C. Krautters, formerly head of 
the continuity department of Station 
WLW, Cincinnati, has been named 
assistant sales manager, and Eldon 
A. Park, formerly head of traffic, new 
assistant program manager. 

Lee House, formerly of the produc- 
tion department, succeeds Mr. Kraut- 
ters, and Robert Franken succeeds 
Mr. Park. Robert Dunville, formerly 
assistant manager of KMOX, St. 
Louis, has joined WLW in an execu- 
tive capacity. 


Joyner Back to “News” 


as General Manager 


Andrew Joyner, Jr., has resigned 
as city manager of Greensboro, N. C., 
to become general manager of the 
Greensboro News Company, publisher 
of the News and Record. Mr. Joyn- 
er’s first post after leaving the Uni- 
versity of North Carolina in 1912 was 
that of reporter on the News. He 
has also served in later years as a 
director of the company. 


SURVEY SHOWS 
SELF CONTROL 
ON THE MARCH 


Advertising Leaders Hold to 
‘Czar’ Possibility 


By Irwin Robinson 


New York, Dec. 3.—Although a spe- 
cific program for all-industry partici- 
pation in establishing an effective 
system of self-regulatory copy control 
still awaits the impetus of a moti- 
vating force, definite progress in that 
direction is being achieved through 
the initiative of separate groups 
within the industry, a survey of opin- 
ion among advertising leaders dis- 
closed this week. 

Despite the fact that Henry Eck- 
hardt, president of the Four A’s, in 
his address last week before the 
group’s sectional meeting in Chicago, 
expressed displeasure at the thought 
of an advertising “czar,” most dis- 
cussions of the problem here still 
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Pro-phy-lac-tic Brush Company places 
emphasis on its new tooth powder in 
this display, but gives a strong sec- 
ondary stimulus to its tooth brush in 
the adjacent reproduction of the pack- 
age. Forbes Lithograph Company, Bos- 
ton, created and produced the display. 


give voice to the possibility that such 
a set-up should be investigated care- 
fully before the proposal is discard- 
ed. In all quarters, however, empha- 
sis is placed on the need for some 
Personality, well known to _ all 
branches of the advertising field and 
possessing the unquestioned confi- 
dence of the entire industry, to take 
up the whole question of self-regula- 
tion as a cause celebre and devote his 
full energies literally to selling the 
theme to individual advertisers, agen- 
cies and media. 

Exactly a year ago, Stuart Pea- 
body, advertising director of the Bor- 
den Company and past president of 
the Association of National Advertis- 
ers, advanced a proposal for estab- 
lishment of a voluntary regulatory 
organization with a chief arbiter at 
its helm, possessing unquestioned au- 
thority to censor advertising copy be- 
fore publication. Numerous adver- 
tising groups expressed interest in 
the plan at that time, but the passing 
of time left the proposal in midair 
with nothing specific accomplished. 


“Good Taste” Lags 


Mr. Peabody told ADVERTISING AGE 
today that while self-censorship of 
copy has progressed materially dur- 
ing the past year, chiefly in the direc- 
tion of eliminating false and mislead- 
ing claims, not much progress has 
been made in achieving “good taste.” 
Admitting the difficulties involved in 
bringing about an all-industry sys- 
tem of copy policing, Mr. Peabody 
nevertheless asserted that the “czar” 
proposal still remains within the 
realm of possibility if an appeal is 
made to individual key advertisers, 
agencies and media owners. 

The focal point of copy censorship, 
Mr. Peabody and others here agreed, 
is the media. Radio stations have 
successfully enforced certain copy re- 
strictions, it was pointed out, under 


—_. 


constant supervision by the Federa] 
Communications Commission, and 
there is every reason to believe that 
other media might likewise put into 
effect more stringent requirements. 

Many media owners themselves 
agree with this contention, as eyvi- 
denced by steps taken voluntarily in 
the direction of copy control. The 
Proprietary Association, most promi- 
nent example of self-regulation on 
the part of advertisers, this week 
told ApvVERTISING AGE that a con- 
stantly increasing measure of co-op. 
eration is being extended proprietary 
advertisers by newspapers, maga- 
zines and radio. At present, the New 
York Daily News, the Scripps-How- 
ard Newspapers, Macfadden Publica- 
tiows and Parents’ Magazine are as- 
sociate members of The Proprietary 
Association, working closely with ad- 
vertisers to assure conformance with 
Federal Trade Commission standards 
as well as generally accepted rules 
of good taste in advertising. 


40 Agencies Join 


The New York Publishers Associa- 
tion has indicated a strong interest 
in activities of The Proprietary As- 
sociation and co-operation is also be- 
ing extended in this quarter. In ad- 
dition, it is known that the American 
Newspaper Publishers Association 
has looked with sympathetic eye on 
the achievements of the same self- 
regulatory body and a movement is 
now under way to enlist the support 
of newspaper publishers throughout 
the country to avail themselves of 
the facilities and services offered by 
The Proprietary Association. Forty 
advertising agencies handling pro- 
prietary accounts are now members 
of the association, submitting copy 
regularly for approval and sugges- 
tion. Fifty-six radio stations are like- 
wise enrolled in the ranks of media 
working in harmony with the pro- 
prietary manufacturers. About 300 
manufacturers are now members of 
The Proprietary Association, repre- 
senting 80 per cent of all the pack- 
aged medicines sold in this country 
and including practically all the ma- 
jor advertisers in this classification. 
Thus, as evidenced by the in- 
creased number of advertisers, agen- 
cies and media, which, by their own 
actions, have indicated their desire 
to join the parade of self-regulation, 
the entire movement is gradually ap- 
proaching the point where a more 
unified plan of all-industry control 
may be promulgated and eventually 
realized. 


Royal Robes in Drive 


Royal Robes, Inc., New York, will 
use full page advertisements in co- 
operation with 25 stores throughout 
the country for the remainder of the 
year. The campaign will be extended 
to 800 newspapers in 1938. Sterling 
Advertising Service, New York, han- 
dles the account. 


Fletcher Advanced 


Cc. S. Fletcher, formerly assistant 
sales manager, has been named sales 
manager of The Studebaker Corpora- 
tion, South Bend, Ind. He succeeds 


Louis K. Manley, resigned. 


tomers. 
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) preety and nearest complete coverage of lumber and 
building material dealers and their contractor cus- 
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Sen ghar say hice save 


ADVERTISING AGE 


The dealer’s results will 
be clearly visible, too. 
For THis WEEK covers his 
own neighborhood 3 to 
5 times as well as other 
national magazines... 
with the sales punch 
and shopping influence 
of his own newspaper. 


\ LA , ——— 1 


Color-page or’14-liner, 
your ad will “register” 
in over 5,300,000 
homes, coast to coast. 
For THiS WEEK’s maga- 
zine content attracts all 
the family, its format 
gives every advertiser 
full visibility. 


eae ee, 2 ae 
= Py A aS ‘ : : “ ; : > ag Pie, 
’ , * ak Nhe ioe : x “Fy ao Sl ae 
Y oe vey cy de ge eet "2 ‘ ~ + 
1937 December 6 ih Macarn! weeny Se 
— rT , 1937 iS i ity 
dera] : : . 
and —= " Behe’) . 
that mend: et ie 
into | 4 ig aaa? 
its. 5k an bie she ‘ae A eee ; eR RS 
evi- ee Sea pis etiatns fa | a be aa 
The iin aes ae ale ried : i = be oes ah ie : ey: i 
+i ace eA ‘ sae EA = stig ta re eee - ae a 
caer PRR OS Se Ne eae : , tle 
‘Omi- , . ee - 7 fi eres aes EP ; . . 
l on : a 2 a “i - * wa a aoe on Sais ts 
; . Se aaa 
week a 7 . = SS 
2: ia 7 sei: Sele 
con- : = , . Be 
0-0 D- re i Se a ae oimts i 
tary x ws a f . | 
= af is: 
laga- ae 8 i Peseete -——" 
Ne w ’ ; ae a P oe . 4 P ‘ G & 
How. ‘ ee iT SRE EIE  RI ee : 
lica- Ce i ol ——— ; ’ . 
Gee yec ee ae eee 0 4 ae — P as 
> as- wet eee, ale ed . o ; : 
ie oe 2h Ee 5 Baer oi SS i E 3 e ee 5 
pe eee ea Be eS care 
tary Sonera: ie etn bed : ao Se s et? ce ee ie 
h ad- an d ee gee J ‘a E \ ee ee ie: Pe ter ae ae rr ee ; 
falter — b ‘ < z A re! Ps: ae - rt iit ater w meas | . 
a apiece soaks F hy a - ie ce eon CELA ope ne 
with ae || 43 ' - 3 saa kale ee ee he : 
Beer ne Fase hs ee = ae ae Zier’ 7s fits le ice 
ards St ae ad ee es. Ne Pe ee oe ee i cl : eee 
. “Seen tile pope & ee i: oa 2 eee = am Bae sy ees ete 3b i ; =e 
ules Pe. Lia A ~ : oc An eh a Rea Ts 2 2 Siete eer : f are res ; j Bah 
sae ie eee Pi ee oc ‘ EE ee a ae Maes os ee ay So ee ee ae to) Oey area i. 
My pee i a eg a e i, ; .: ee = ae re rk ond ef eS feat ies Seal gS et Date eee eset 
: Fe Bere s hs aad ry z ener van ea = pre aia en dai et BT Smee eee Re ie os Bee: ¥ pas = 
Pa 2) eee 1 a ‘ BR Pid nets re 1 eI Are Sea DL Ete erage bed aa ' Rr 
eee fone as m me “ see eau OSS es xi ae act ie ee oe a See a Sree s 
ME Me 8 eh See : One a ee A Negi tarts to, Dy eee eRe ti re eM aren Goer st a oer 
cia- cae ae = ll he eee ae a bene Se ee ee ne ; bet is 
’ ch ae ey: aad g* a4 ee s ¥ ae ote : Ce ais aie. Aa aa i i Sore 5 
Seg Sa es 2 a wae ani of oe nore Fe > Soom | 
As- oom pte F ee we 4 ,s —— ee: J - ae a i 
! aoe F ie Pasting ‘Fe hs bi oy * Fe: s = yc a wa 
) be- cS. aoe —- aa si ot a. a a > 7 | St ae 
ee sila ja see 2 é ' > 
cia goa Bie Cee oe ean, —_- ‘ Beet: ne 
ican Win ae as nome ae eon oo eae a , 3 &, ' rey ee 
tan eee ade ea act Se Oa ae *F ; aa og 
oye oy ¥ Ps aS ae aa “a 
tion a SS ey + = - , . jo 
» on gk Ee a : etre 
ee ye a el 
self- wa . Skt Pe i OO es fe Ja eee cee, ae cane es a ‘ re ay 
t i ; os. Fee # eae ee Sc ge 2 : ‘ i | ee 
Ut 1s ee as ite Pe eer : eer © 3% a 
d P iy ees ap ta, % me ee ’ = : P ‘ i ere en 
10ut ae - ES ae ee ot 3 el " dy ce ae 
> es ie ee | 2h gine ‘ oe ; Sead . * # ae —— eS Tan” oe 
oe ‘ ie sae aan .. nee got B , nag << ee | ees Cog 
% a ae, oT i? aie 
} of 4 Re oe ‘Set Peay Mec See he ssa . ‘ ‘s P : j aa iy 
' by AO SS am eg ae ; , « ‘ . | ae 
eS Coe Hows ese ayer ee oe meee" . J . / . y | ea aie 
os % oe, Cee See? Cas fee S Se . Sop eee 2 
orty <r ae ee a ae . i ' ae 
a Mciiee, © ey eer . 43 Piss ie ms be. ie : 2 i 2 at ee Brees 
Pro- ie ae % ——— em ag a he . 
bers ae Saree tS a ss Se ¢ * ee ty 
0 es? oe. hip" hee: ES See ip. alti falv Seeda 
‘Opy 2, sy wo: ae a i Bas ill » ” . eS Es 
gid ‘ ty <a Y eh ee rae rr ie wd or % ’ engi Sry ects ee 
ges- Re iis. . = es eee ———— lS f ae 
at x , 5205 ae er ae dé a a sine ‘ . Si tae 
, ee fl ee tes Ci ne, he ‘ , ms Be 
ike- %. as eh Nes ae a “4 = 
See : eee) es eas Soe. a . . oa 
sdia 4 < os an oe ee a 5 ae ee =. pacer 2 “4 
300 2 ‘ js er aie eae abe: ae _— svt _ 2 
uF _ Cort ek Viti. 7. aie, ee a: : Se 
f ; wees a ae ee. a ee 
‘2 é \4 = ‘ a ose a —_ ‘ a. 
pre —— tt” i 7 
‘ ek a * 3 a oe hg . an 
* = La cat rar rit ? Se ms aga on eee . Be 
ack ‘ PN aS ee ae el, a i ae er a = ze A 2 , een % ; 
try & Ee eS a a apt! a 
ma- 3 Paper pe are ie ieee Ges : ee 
ion. eee re ve _ - 
ip- é EES . ee ee ee ee OREO ee os ae Se ee ee j ai. 
SS 1 ee Fast ite <b> eben sega iit ; ye es 
ren: i = SS aah Se eee Ls ae siningt occ : : sae 
eee Nie z ER é s . 4 aie ae cee ‘eee % 
er ee a i % ‘ i iba Sie. 
wn ts — a sow ae ’ He Sa gall 
4 Bitioe.ip. snd ae oe fl Ct ‘ 4 Y ie p ee oe ae 
sire —— : wid Seale 
| peer ss ee a 4 oe F te =. a ; ; ; 
on, : ee ; : a a 2 = a ise s. % 4 oe ; Bi: 
ap a — 2a | | ae: 
4 bee 3 ~~ ee “a i Sai os 
ore a i ~ re : Be 
é ee —. ie » aoe 
trol ‘= ns, _ # , ee lee 
% . + mes . oa \ . 4 . se eae 
ally 3B ae ™ jes cee aia ae 
- Vek ,* imme i ag 
. hc a dae %.% : ‘ ‘ eek ay 
: eons EPs i a, . a 
a ar RY oe - 
~ es cae” $4 na giant et a As df 
a. \ ” | a ere. a 
i oon me P aa aoe ies ey shabs sd Bt 
vill | “ff ey Ae ek 
‘ " Fat Siac Um 
co F eine, 8 2 
out 8 ; ae — +. et Mel 
the % — sii Pee en ‘ se “ viata ty , 4 a - : aaah: 
4 We ee ” { > #. ae j tk “ us F / ‘ a - Se 
| 7 ; 7 Re ee a Ps sis ; ‘ : a 
f rs Fo Sa ee oa 2 oF ae ‘ 
. ; : ae yee ee es 5 ee AS i Pe RM fae Be ee A 
Bat sre AE age Ren core aN a we Le PS eee 7 : 5 
ing : lalla ae ae . aa ir _ \ : — a & 4 oe he ty, ee 
an- , oe alate tien ar ee oye ie LES oo aa eed Eh ea 
; ; 4 Se ks . # &* a ere i ok, BY oe a ee es 
H 4 . age pa ee % é : on PES oa Ee v 1% Bead se ace Z \ eae 
x Pigs st 4 ay & see ’ . eee aE eo . ts ae aoe ate - - 
bs Bes ae 4 +035 eee =) = ‘.: ‘hae a ‘ re, pom’. : 
i soe te t 3 gar * ae wie Be .. ee = Se ) tay ed 
; catia i = pak We Cake ae. * ccuntenmuamandal 5 ae ae . ‘ ee : ; 
b. " Nes ~ ee t * - é “i Se 
j s ; a, Ree et, ae Soi, Se ee ys é “ gee Be , 
ant ‘4 ee ® ee Ae ae Cie eae tea > ae Se ' Eee . Peet es 
— .. ‘A as fe. ~~ ee fg ae a gos , F nies ‘ae et s Se an 
les TN mn gna alll : | Lay asia 
yra- Ce. Foe ee ar ae ee / g lt = Na a 
a oi gh eee = ie tee ced ike one ts ee Rg oo ~*~ ee ee 
eds & Ss Eee EG a. or RP ee ms alg. oa f f j ‘ on ee eS ce A 
ae ss Speert i gi 3 i i et é this oF ae ae r Be eh 
ee i ee Os Bb i ag eT NY tae ' ; : . a ate ca - 
Rs ee > ss, ee he ee he ; a , as oy : 
= ‘ ee 4 oe yee Fy ees ; Meee: ie? a — 
ye es 3 Sy a pire, ha daht . 8 j ee * x *~ 2 — 
— % cE te oes Pee ache sor inte ; Poe * ‘ ee 
oe Oe a Te ae ; g $ { f <a te - 
RS 5 eee ie io a i Biers ct i ies ‘ a / oe ie x “oa 
: ee —_— tye AEE : uae 4 i 4 2, es 2 ae 
a fF ee te. ee ° Aree P j i eee... 
H oo ae Ree alle 8 = Qrnee 7 ae : j iq 3 i i ead 
| Ae — al ie ’ a : . oes 
Ar Seg 3 ’ cs —" > ea a 
se ' ose. ae , tote a eS : of : ; Rae. eae 
7 See — Sey ae _ itary i ‘ te, 
are Fis i g wae oe eS ee ; : 4 Mera 
es . j gel gta RN hk: Ff f : glare 
; gen Ae, : ig haees ae ge eae ie 
agi ‘ : Bm —  }.}} © ae Pe ae Segui es 
; — vt See et eee 3 irate 
— Mos Gatien a eo ; Sen. 
werk ig . Saas : ‘ es < 
4 De Ree oS a RNR, Re i ee Cs P a 2 a i kee BOT ge % ae ge 
a . . ~ . . 4 w " , ca rf oe ac a A ae oA mS . i % 
q es Reese \ a es i Nea ‘ ‘ eo eae P e . a 
‘ % Se fs : is ’ : ee. ee SS = ae e a ; <a ua 
poimeerton ot, i bes + sam: > a . a o eae —— i: , = 
igh vey / é oa a PERS & ik . ee . 
. y =. Oe Tide ee i i 
ae ps i 3 ae i gt: ape, Ks 2 = Fs SS bes: : ; ae 
$ pk. Se > a eae f* i” ay sf ar k PRS bee Ser 4 aay 
| Fes Ee i ee v eg : : Pree Fla: SP eg 
; ae ss a se fe és Psat a Se Oe Be Rag bk ae _ oe 
: 3 fe oe gf ok > Ra, ee ae eae ae 
: PR Fl 2 ee ee. “amare Ee a See - 
i Ae Sf: ier ons ee ings i ee Ne Dy 
ie cae gs Hi Ae 5 ee. es bok. a eee Bast 3 sh RR aa | re 
\ eis es. oy £ s : et ts. Moe Rte e apts " ee: } es 
| Meee ee fe eee eee 5, aad 
| Be fay Bere. oe ee pi oe aa i 
es 4 A ae aos “Sa e 2a 63 
Sy Bae. eet aes as . _ Ae 
‘ ‘sa i Se ae i a we } TE 
i | (em 
Pi wee 
i ie 
, es — ! | & 
oid ry Res “ F Se | ae 
4 = r \ ee eee 2 a 
i . ‘ - I ee aa 7 SAE Sere 0) 2 a mee eee -~ 
ro) SS a RD eo eaiea Cig emma | ag ae : SomeRe —_- 
ae Pre FNS 7 eee eal ren eae Ce ce: aa Rent li Oe ts iat ay 
oie mugs ere eno ea ee 2 Mee (ee OE aa 2. ort : a 
Ss ; : es ‘a i ee 
| : j D 0 F + E - | 7 
| 
; . 
t , a 3g ; 
| NEWSPAPER | Ley, | 2 | 
= ’ : . i 
ee 
, Soe) ies 
‘ ° : tes ig 
Beige sheen —————— 
Se 4 crise. Sime > aaron he ae ae = x an ee See S ’ g ; ’ | Sheena 
a 5 Min weet ay add care Baten on get Paes ones r 57 ise ‘ F : io ath ee 
a PSS SARE a Wye ReMi ROE ok 7 ae aan pots Oe aaa oy : Pate 
oe cata ; BAN Suge re ee rae | ee Peek e cae pad pipes eke er ae Delt! aaa ergs re Foe, es i j eh ee a 
i oe ay eee : : Fey Reger NN ; ; pect on: Sar «ee Rise ater. po PAL SRE eat Sere ye See hey okt Na ( gens)” 
ae es ‘ ; é S33 aay aes Se Ms rane eee 9 eee maee amen, eo: aoe ide ik ladin de Marans Se R ce Pe. pt aie 
ST oor : Se ee : RaeE Is Sea De oops ee ea er ier ae ae rey nts hh cand debe 0d acta Rigas 2 , * ‘ ee ; 
} # of CRAPS E eoee a rie Pee Dk een . f Spin Sa ee : ‘ eee poe ree, Marist pet a ee tA ORES Tee ih. ke “Shia Vin iy Keio os aoe Sao ee Sl (eh cot Cua 
hee ve is! Tine oe et onersige oe ee as ; «Sage rier ce tee aa ttl Rupee nak we Se 5 iach. al fs NS 
; pes sie ms Mat : a j , Fei ney esate Soa a ea eRe 2S pets 
f GRE ee a Soe Pa ae AS Phe Pia. 3 : lasid tia Ue ES Te ig tag ate oe AD he. eae 
£' te é a a U8 ee : 5 . Ry. eat ue PB 


ah ra 


4 


ADVERTISING AGE 


December 6, 1937 


Super Market 
1936 Lineage 
38% of Total 


New York, Dec. 1.—That super mar- 
kets are assuming a greater promi- 
nence in the field of grocery mer- 
chandising is indicated by a survey, 
released here this week, which re- 
vealed that this type of store ac- 
counted for 38.7 per cent of all gro- 
cery newspaper lineage placed in 60 
representative cities in 1936. 

The survey, which will be pub- 
lished in the December issue of 
Super Market Merchandising, shows 
that in the cities under study the 


supers placed 17,612,036 lines com- 
pared with 27,885,785 used by chains 
in those cities. Moreover, advertis- 
ing of the supers, the survey em- 
phasizes, was concerned almost if not 
entirely with national brands, while 
the chains and voluntaries generally 
featured their own labels. 

Super markets elso are opening a 
preliminary campaign for a “nation- 
ally advertised brands week,” to be 
observed Feb. 24-March 5, 1938, by 
the 3,000 leading stores of this type. 

According to the survey made by 
the publication, in 41 cities for 
which comparative figures are avail- 
able a gain of more than ~,,000,000 
lines of newspaper advertising was 
made by the supers between 1934 and 
1936, while chains used approximate- 


*ly. 8,000,000 lines less in 1936 than in 
1934. 

Lineage used by voluntary chains 
dropped from 4,514,835 in 1934 to 
3,773,822 in 1936. 

Citing similar gains and ratios in 
various large shopping centers, the 
survey called attention to the tre- 
mendous promotion being generally 
exerted by the supers in behalf of 
national brands, while current plans 
for intensifying the promotion is ex- 
pected, according to the magazine, to 
result in still greater sales of na- 
tionally advertised merchandise 
through these outlets. 


Powers Appointed 
E. J. Powers & Co., Chicago, has 
been appointed special representative 
of Detroit Saturday Night. 


Falvey to Publish 
“Seafood Selling” 


Seafood Selling, pocket size month- 
ly devoted to better seafood mer- 
chandising and distributed with a 
controlled circulation guarantee of 
7,500 copies a month to seafood re- 
tailers throughout the country, will 
make its appearance next April in 
Boston. 

Richard V. Falvey, editor of East- 
ern States Funeral Director, is pub- 
lisher, with Frank M. Hilland, ad- 
vertising manager. Offices have been 
opened at 368 Congress street. 


Wildrick to Agency 


Col. Meade Wildrick has joined 
Bermingham, Castleman & Pierce, 
Inc., New York, as executive vice- 
president. 
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The Sun's daily net paid 
average circulation was 


the second highest* of any 


YOR K 


history. 
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Agency Joint Defendant in 
Strange Case 


Washington, D. C., Dec. 2.—Alleg. 
ing that the real purpose of an ad- 
vertisement placed in Vogue was to 
create a market for inferior imita- 
tions of the advertised product, the 
Federal Trade Commission has filed 
a complaint against both the adver- 
tiser, Waldes Koh-I-Noor, Inc., Long 
Island City, N. Y., and its agency, 
Grey Advertising Agency, New York. 
Though the case excited comment 
because the agency was made a party 
to proceedings, the FTC explained 
that no special precedent was sought 
in regard to agency responsibility, 
but that in this instance it allegedly 
played such an intimate part in fur. 
thering the sale of its client’s prod- 
uct that it appeared to be jointly re- 
sponsible for the alleged deception. 
Waldes Koh-I-Noor manufactures 
fastening devices and at times, ladies’ 
handbags. The complaint alleged 
that the company bought in Paris 
about 25 genuine French bags for 
use as models in production of do- 
mestic bags. Cost of the bags ranged 
from $17.11 to $30.71 each and adver- 
tisements were inserted in Vogue rep- 
resenting that the bags were being 
sold in this country at from $35 to 
$80. 

Meantime, the complaint alleges, 
the French bags had been distributed 
among various manufacturers, who 
made copies to retail at $2.95. Ad- 
vertisements of the domestic bags 
were placed widely throughout the 
country by respondents or retailers 
at their behest, referring to the 
Vogue advertisements. Large repro- 
ductions of the magazine copy were 
also sent to dealers for window dis- 
play. 

The Commission charges that the 
manufacturer and agency acted con- 
certedly and in co-operation to per- 
petrate a deception on the public, 
“as the bags were not authentic 
copies as claimed, but were far in- 
ferior to the imported products.” 
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City’s Dominant Daytime 
2 cannes aihitated with Mutual, has. the 
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e clearance, schedules, information, 
data, telephone a 1161, collect, or wire collect to— 


DON DAVIS, President, KANSAS CITY, MISSOUR: 
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IN PER CAPITA 
RETAIL SALES 
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) I WwW : 41 4 $732.24 annually, which distributes 


x te, court ee - 7 ¢ oe 
wa AS ‘~ yer Rear aie §=more than seventy-five million 
xk The Republic and Gazette, with its Sunday and ownles ee te ea ” hes fey ae 
F si sd ee over 280,000 persons—more than half the = dollar s among the various retail 
: a KTAR, scnsiadline its 16th year of serving Arizona with the best | - ee | 
: oat Eee of progressive policies to maintain its outlets of this rich trading area. | 
, | 


MOST ADVERTISERS KEEP PHOENIX ON THEIR MAJOR MARKET LISTS 


BOB HALL 
_ National Advertising 


: : DICK LEWIS, General Manager 
Representatives— ; 7 : He : ES : ye : 
WILLIAMS, ¢ | ee : fs . Representatives— 
LAWRENCE & oe) gates E. KATZ SPECIAL | 
: | , ADVERTISING 
AGENCY 
New York, Chicago, Detroit, 
Atlanta, Philadelphia, 
~ Kansas City, Dallas 


WALTER BIDDICK CO. 
Angeles, San Francisco, 
i Seattle ‘a 
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Hatry & Young, leading 
R.C.A. and Philco dealers in 
the Hartford Area, also main- 
tain branches in Bridgeport 
and New Haven. N. T. Young 
says: “I’ve been reading 
Liberty for the past eight 
years; I go for the mystery 
and true adventure yarns— 
and Liberty has the best.”’ 


Peter M. Fraser holds directorships in the Hartford- 
Connecticut Trust Company, Dime Savings Bank, United 
Aircraft, Phoenix and Connecticut Fire Insurance com- 
panies; is vice-president of the Connecticut Mutual Life 
Insurance Company. Mr. Fraser says: ‘‘Liberty’s articles 
and stories appeal to me because they seem to get right 
down to life as Americans live it.” 


J. M. Casey is general manager 
“O'Mara Motor Company, called the 
largest Ford dealer in New England. 
A weekly reader of Liberty, Mr. 
Casey likes ‘‘Liberty’s fast, up-to- 
date reading — even the stories read 
as if they just happened.” 


Hartford's business district serves half a 
million people, giving the city the largest retail 
sales in the state. In the foreground are the Munic- 
ipal Building and the Wadsworth Atheneum. Be- 
hind, rises New England's tallest structure—the 
tower of the Travelers’ Insurance Co. (Right) The 
Old State House, a fine example of Colonial archi- 
tecture, built in 1795 from designs by Bulfinch. 


S. T. Whatley travels extensively as vice- 
president in charge of agencies for the Aetna 
Life Insurance Company. “‘Liberty is always 
a welcome companion on my trips around 
the country,’’ he says. Mr. Whatley is a 
past president of the National Association 
of Life Underwriters. 


3 


Basil P. Fitzpatrick manages the 
Goodrich Silvertown Store, says: 
“After reading Liberty for 12 years, 
I still think it’s the tops!’’ Mr. 
Fitzpatrick turns to Vox Pop and 
Twenty Questions as soon as he gets 
the new issue of Liberty Magazine. 


ee 
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ARTFORD is a city of history, but unlike some cities 

with a past, it has a present and a future. Located by 
the Dutch in 1623, it was settled by certain early Americans 
from Massachusetts in 1636. These original Connecticut 
Yankees craved greater personal and political freedom, 
migrated to this bend of the big river, later named their 
town after Hertford in England. 

Here lived the dictionary Webster, Harriet Beecher 
Stowe, Mark Twain, and the famous Colonel Colt whose 
six guns ‘‘made all men equal,’’ and helped to win the 
West. Here began the insurance business in America, the 
oldest tire and casualty companies; and here was written 
the first automobile policy in the world. 

Today, some forty insurance companies have their home 
offices in Hartford, with a daily premium intake of over two 
million dollars. But while Hartford is called ‘‘the Insurance 
City,’’ it is more than a place of policies and premiums. It 
makes typewriters and firearms, airplane motors and pre- 
cision machines, oil burners, automobile parts, and brushes 
known on every doorstep in America. It all adds up to the 
thrifty, thriving city which is so well known asa “‘test town.” 

Hartford isn't picked as a proving ground for products 
and campaigns because it is ‘‘average,’’ but because it 
represents the best of American communities. The prod- 
ucts that pass this test are sure of success elsewhere. 

This city is a test of magazines, too. The higher the qual- 
ity of the community, the higher is the ratio of circulation 
to population. Significantly, Liberty goes into every 
sixth home in Hartford. And the three basic weeklies, 
Liberty, Collier's and The Saturday Evening Post, cover 
every second home—over 22,000 circulation against 
40,646 families; and these basic weeklies reach eight 
out of ten members of the business clubs. 

On these pages are interviewed photographically some 
of Liberty’s readers among the business and civic leaders 
of Hartford. Obviously, a magazine which carries author- 
ity with these people has influence among all its readers. 
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Mrs. Thomas E. Hapgood, well 
known socially in Hartford, is a charter 
member of the Junior League, an officer 
in the Hartford Republican Club, and a 
Director of the Connecticut Mental Hy- 
giene Society. “‘As the mother of two chil- 
dren,” says Mrs. Hapgood, “I haven’t a 
great deal of time for reading—consider- 
ing my other duties. But I enjoy Liberty 
—particularly the political articles.” 


Donald L. Brown is President of United Aircraft 
Corporation, makers of the Pratt & Whitney motors 
which speed many a transport and army plane. 
Naturally, Mr. Brown is vitally interested in avia- 
tion stories, thinks ‘“‘Liberty’s writers seem to know 
what they’re talking about.’’ Mr. Brown adds: “Your 
magazine is a regular passenger in my plane.” 


ee 


Edward N. Allen of Sage-Allen, one 
of Hartford’s leading stores—is president 
of the Chamber of Commerce. “I’m not 
a regular reader myself, but I know that 
Liberty is widely read among Hartford 
business people—recent checks show that 
Liberty averages 32% readership among 
Lions and Kiwanis members; 44% among 
Hartford retailers.” 


John B. Byrne, President of 
the Hartford-Connecticut Trust 
Company, largest and oldest trust 
company in the state, is a director 
of the Connecticut Mutual Life 
Insurance Company, and a former 
Bank Commissioner of Connecti- 
cut. “I find much of interest in 
Liberty,”’ says Mr. Byrne, ‘“‘en- 
joy especially the editorials.” 


Harry 3. Hartley, general manager Hartford 


Buick Company, says: “I’ve been reading Liberty 
for the last four or five years, and it seems to be 


getting better and better all the time.”’ 
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Willard B. Rogers, President and 
general manager of the Bond Hotel, says: 
“We sell a lot of Libertys here at the 
hotel, and I think I know the reason— 
Liberty is more human: it gets closer to 
people.” Mr. Rogers is a regular reader, 
likes “‘the printing of reading time on the 
stories and articles.”’ 


C. P. Case, in the grocery business 
37 years, operates one of Hartford’s 
best known quality stores, reads 
every issue. ‘‘As private citizen and 
businessman, I believe Liberty 
should be thanked for educating 
people on the cost of crime.” 


Mrs. Herbert F. Fisher has long been active in Hartford’s 
social and educational work. She was a member of the Board 
of Education for fourteen years; is President of the Hartford 
League of Women Voters, serves on many committees for a 
better America. Mrs. Fisher says: ‘‘I understand and appre- 
ciate Liberty’s aims in presenting its surveys of the serious 
social problems facing our country today." 


Horace Bushnell has been called “‘the father of American 
parks.”’ Bushnell Park, named after him, is a fitting setting 
for the state capitol used today. 


PHOTOGRAPHS TAKEN FOR LIBERTY 
BY ROBERT W. LEAVITT 


Wilfred A. Gagnon manages 
the Netherland Pharmacy on 
Farmington Ave. His two sons 
are Liberty boy salesmen. “But, 
forgetting family ties,’’ he says, 
“I still think Liberty is one of the 
best magazines printed.”’ 


A close-knit, compact city, Hartford turns to homes within a compara- 
tively short distance of the downtown district. These homes on Asylum Avenue 
are typical of the better sections. Liberty, incidentally, goes into every sixth 
home in Hartford. 
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ADVERTISING AGE 


December 6, 1937 


Stage Contest 
for Students 
of Promotion 


Chicago, Dec. 2.—The Chicago Ad- 
vertising Managers’ Club, sponsor of 
a series of lectures on sales promo- 
tion, is going to determine how thor- 
oughly the students digested the 
mass of information presented for 
their instruction. The club an- 
nounced tonight, on the occasion of 
the final lecture in the series, a 
sales promotion competition, with an 
award of merit for the winner. 

The competition will be conducted 
by means of a series of test ques- 
tions covering the six lectures in 
the series. Replies, to be made in 
written form, must be received by 
the Chicago Federated Advertising 


Club, Sherman Hotel, Chicago, by 
Dec. 12. 
Object of Contest 
Knox Armstrong, of Wilson 


Brothers, who is in charge of the 
lecture course, and H. D. Wexel- 
berg, of Van Cleef Brothers, presi- 
dent of the Chicago Advertising 
Managers’ Club, conceived the idea 
of staging a contest as a means of 
securing a review of the principles 


emphasized in the series of lectures 
by authorities in the field. 

John McPherrin, merchandising 
department, Bauer & Black, was the 
final lecturer tonight. He followed 
such distinguished speakers as Ken- 
neth Laird, vice-president, Weco 
Products Company; Lyndon O. 
Brown, research director, Lord & 
Thomas; Keith J. Evans, sales pro- 
motion manager, Inland Steel Com- 
pany; G. B. Cunningham, advertis- 
ing manager, Sears, Roebuck & Co., 
and Douglas Thompson, Belnap & 


Thompson. Average attendance ex- 
ceeded 200 persons. 
Judges in the contest include 


Lloyd D. Herrold, professor of ad- 
vertising, Northwestern University; 
Murray E. Crain, ADVERTISING AGE, 
and P. H. Erbes, Jr., Printers’ Ink. 


Joins Stackhouse 
Paul Muchnick has been appointed 
advertising manager of E. H. Stack- 
house, Philadelphia, manufacturer of 
electric tire groovers. The company 
is using direct mail and business 
papers. 


Rates Up 22 Per Cent 


Effective with the March, 1938, is- 
sue, rates in Country Life and The 
Sportsman will be increased 22 per 
cent, based on a 50 per cent increase 


in circulation. 


MORE CASH 


NARD DECISION 
HELD BLOW TO 
FAMOUS BRANDS 


Anti-Combination Rule Raises 
New Problems 


By Murray E. Crain 


Chicago, Dec. 2.—Prohibition of 
combination deals embracing prod- 
ucts of different manufacturers 
places nationally advertised brands 
and the independent druggists who 
distribute them in a competitive 
position fraught with peril, accord- 
ing to drug manufacturers in this 
territory who have studied the rec- 
ommendations of the executive com- 
mittee of the National Association 
of Retail Druggists. 

These marketers also object to the 
ambiguity of the suggestions promul- 
gated by the committee covering 
combinations of products made by 
the same manufacturer. The com- 


mittee held that such combinations 


INCOME FOR 


SOUTHERN FARMERS IN 1937 
THAN IN ANY YEAR SINCE 1929 


South’s 1937 Farm Cash Will Exceed Two Billion Dollars— 
Total of $1,456,403,000, Gain of 25.7%, in First 9 Months 


State 
Texas 


Georgia 
Mississippi 
Tennessee 
Arkansas 
Alabama 
Virginia 
South Carolina 
Louisiana ..... 
West Virginia 


TOTAL SOUTH 
TOTAL U. S.: 

(48 States) 
PERCENT SOUTH: 


oe oo ee er 


*Cash Farm Income Gain Over 
Jan.-September, ’37 Jan.-September, ’36 Je Gain 
Pouunae $ 340,278,000 $ 60,348,000 21.6% 
sone 133,466,000 30,433,000 29.5 
SNC EET 117,389,000 21,603,000 22.6 
ere 117,230,000 38,795,000 49.5 
se re 98,353,000 23,865,000 32.0 
ey ABER Eis 95,100,000 2,678,000 2.9 
OS ete 92,419,000 24,310,000 35.7 
ee ere 86,693,000 20,926,000 31.8 
Pee aco 74,477,000 21,911,000 41.7 
ne ee ee 73,647,000 14,537,000 24.6 
oeaes 69,808,000 4,634,000 7.1 
re er 67,000,000 14,389,000 27.3 
ieee 64,207,000 16,105,000 33.5 
26,336,000 3,017,000 12.9 
_$1,456,403,000 $297,551,000 25.7 % 
-$5,859,869,000 $732,297,000 14.3% 
24.9% 40.6%, 


*Receipts from the sale of Principal Farm Products including Government Payments. 


Source: U. S. D. A. Report Nov. 9, 1937 


AND THE LAST THREE MONTHS OF 1937 


promise to push the South's cash farm income for the year well past 
Two Billion Dollars—to the highest figure since 1929. This is the 
2 Billion dollar market so well and so economically reached through 
Progressive Farmer, the medium with dominant coverage and influ- 
ence in the rural South. 


The South, with gains piled on gains for four consecutive years, again 
leads the nation in percent increase in cash receipts from the sale of 
principal farm products. 
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PERCENTAGE CHANCE IN CASH RECEIPTS FROM THE SALE OF PRINCIPAL 
, FARM PRODUCTS®, INCLUDING AND EXCLUDING GOVERNMENT PAYMENTS 
ie ANUARY- SEPTLMBER 1936 TO JANUARY SEPTEMBER 1937 
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Brilliant, claring light 
ean cause injer to 
sensitive nerves of the eye's retina, 
Laboratory tests prove conclusively that 
Cerulite jentifie Sun Glasses exclude 
95.6"%.* of the sun’s harmful lnfra-Red 
(Heat) rays and 85°. of the Ultra-Violet 
rays, Ceralite lenses shut out daaziin: 
glare... yet ample vision is retained, a 
color values are unchanged. Fashionable 
shapes and styles, for all outdoors and all 
seasons, A Columbia product, sold every- 


where, Hc up. Accept no substitute. 
* dnalysis by Electricat Testing Labs., N.Y. 


fg 


Protektosite Company, Carlstadt, N. J., 

will present this magazine copy for 

Cerulite sun glasses in January, marking 

the first winter advertising campaign by 
the company. 


are objectionable when sold for the 
price of one item or “slightly more.” 
Clarification is expected to come 
when such deals are actually an- 
nounced. The NARD executive com- 
mittee will then indicate, it is be- 
lieved, its opinion as to whether the 
combination price is too low. 

This criticism, however, is sub- 
ordinated to the more salient discus- 
sion of whether or not the NARD 
executive committee’s strategy is 
likely in the end to place nationally 
advertised products at a great com- 
petitive disadvantage in the eternal 
struggle with private brands. 

While the National Association of 
Chain Drug Stores, which is supposed 
to participate in the operations of 
fair trade as engineered by the 
NARD, is still enthusiastic over price 
maintenance, Fred J. Griffiths, its 
representative on the fair trade com- 
mittee, said today that his associa- 
tion has taken no stand on combina- 
tion deals, believing it is too early to 
judge their effect on the fair trade 
movement. 

“Chains have no desire to run 
manufacturers’ business,” he added. 
Actually, the NARD rules for 
manufacturers are only suggested, 
an official of that organization said 
today. It has no intention of arro- 
gating to itself the czar-like powers 
which have recently been deplored 
by many manufacturers desiring to 
establish minimum prices without 
abandoning control of their market- 
ing policies. 

Nevertheless, it seems obvious 
that manufacturers seeking the 
whole-hearted co-operation of inde- 
pendent druggists will have to follow 
the sign posts erected by NARD. 
Chief of the latter’s recent opin- 
ions is that an objectionable feature 
of consumer deals is “combining two 
items made by different manufactur- 
ers with a reduction of price below 
the total fair trade minimums on the 
two items.” 


Co-operation Is Outlawed 


This in effect outlaws all such 
combinations by emasculating them, 
as far as the owner of nationally 
advertised brands is concerned. It 
does not and cannot prevent owners 
of private brands from seizing the 
sales weapon abandoned by their 
competitors, according to current 
reasoning. 


An example might be United Drug 
Company, distributing through some 
10,000 Rexall stores. Rexall, if not 
the father, is at least the most ar- 
dent practitioner of the “one cent 
sales” which have been so popular 
recently. Owners of nationally ad- 
vertised brands will have some diffi- 
culty in meeting this competition un- 
der the NARD ruling, it is predicted, 
the exact extent depending on indi- 
vidual conditions and further NARD 
ultimatums. 

Meanwhile, the manufacturer of 
nationally advertised drug products 


is still confronted with the necessity 
of creating demand for his merchan- 
dise through exciting bargains which 
also assist the independent druggist 
in creating store traffic. The manu- 
facturer who markets more than one 
product may, under the NARD code, 
combine them at prices below the 
established minimums, though the 
exact amount of the reduction which 
will be approved remains a mystery. 
The manufacturer boasting a single 
product, however, is barred from the 
cut-price arena. He may not co-oper- 
ate with another manufacturer to 
present an attractive offering, but 
must rely on his advertising to cre- 
ate a preference which will over- 
come the hurdle of frozen prices, 
according to experts. 


Binder Holds Exhibit 


Joseph Binder, Austrian designer, 
is conducting an exhibition of his 
Graphic Designs at the Architectura! 
League of New York, 115 E. 40th 
street, to continue through Dec. 11. 
The exhibition includes prints and 
originals of posters, magazine and 
book cover designs, packaging de- 
signs, trade-marks and sketches made 
in America. 


Maynard Promoted 


Paul Maynard has been appointed 
vice-president and general manager 
of Christian Herald, and will be suc- 
ceeded as advertising manager by 
Graham Stewart, formerly Western 
advertising manager. Ford Stewart, 
formerly national advertising man- 
ager of Cedar Rapids Gazette, is the 
new Western advertising manager. 


Pugh Joins Linton 


William Pugh, formerly’ with 
United Artists, Hollywood, and the 
Howard H. Wilson Company, Chi- 
cago, has joined the Ray Linton Com- 
pany, Chicago, radio representative. 


McGrady New Director 


Edward F. McGrady, director of la- 
bor relations for Radio Corporation 
of America, has been named a di- 
rector of RCA Mfg. Company, Cam- 
den, N. J. 


Maguire to “Legion” 
Frederick L. Maguire, associated 
for 10 years with the Hearst organi- 
zation, has been appointed advertis- 
ing director of the American Legion 
Magazine. 
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A, ideal “test city” 
must be large enough 
to be conclusive-- 
and the campaign 
costs low enough 

to be inexpensive!” 
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LOWER COST OR 
HIGHER RENTAL 
BUILDING NEED 


Expert Explains Problem in 
Simple Terms | 


Chicago, Dec. 2.—While govern- 
ment proposals to stimulate residen- 
tial building are not taken seriously 
in themselves by experts in the con- 
struction field, many believe that the 
spotlight being thrown on this in- 
dustry will prove helpful. 

One of the clearest estimates of 
the situation was expressed by J. U. 
Farley, manager of the marketing 
and research bureau of Domestic En- 
gineering Publications, Chicago, who 
said that lower costs seem out of 
question, hence the problem resolves 
itself into one of higher rentals. 

Asserting that within the next 
three years, the building industry 
should be on its way to an all-time 
high, Mr. Farley continued: 

“Although aid by the government 
may start the upward trend a little 
sooner, no artificial stimulant will 
cause a speculative builder to erect 
a building until he can do so at a 
satisfactory profit. Such profits will 
not be possible until rentals have 
reached a higher level. The possibil- 
ity of lower construction costs is ex: | 
tremely thin.” 


Could End Unemployment 


Mr. Farley said that during so- 
calhed normal construction years, the 
building industry and its subsidiar- 
ies employ no less than 15 per cent 
of all American wage earners. 

“Tripling the present new con-| 
struction rate should, therefore, 
prove a complete cure for present 
economic difficulties,” he commented, 
adding that a satisfactory volume 
and one which would effect the de- 
sired end would be about 800,000 
dwelling units annually. 

Mr. Farley made the point that 
advertising and sales promotion rep- 
resent the most effective weapons 


To Lorin Collins 


Illinois Condenser Company, Chi- 
cago, manufacturer of radio condens- | 


Joseph Wilshire, formerly presi- H ] f S ] 
dent of Standard Brands, Inc., New e p Or a es 
in Hobby Hints 
Thomas L. Smith, formerly first vice- 
president, has been elected president 
Paul W. Fleischmann, first vice-presi- | @"@ People who possess the time and | 
dent, and William Klusmeyer, for-| leisure for home beer consumption, | 
Hobby Guild of America in a mer- 
| chandising plan which is carrying 


Wilshire, Smith in New Doelger Finds 
Standard Brands Posts 
York, has been elected chairman of 
the board, a newly created office. 
Harrison, N. J., Dee. 1.—Reason.- | 
of the board of directors. 

Other officers appointed include | ing that people interested in a hobby | 
merly vice-president, assistant to the |the Peter Doelger Brewing Corpora-| 
president. tion has effected a tie-up with the 

| Doelger promotion into the homes of 
‘thousands of hobbyists. 


ers, has appointed Lorin Collins &| A!! Doelger retailers have been 
Associates, Chicago, as advertising|siven stamped, self-addressed post 
counsel. Business papers will be used.' cards which have space for the con- 


erence of hobby. Upon receipt of 
the card, Doelger forwards a booklet 
prepared by the Hobby Guild and 
follows it up with a monthly letter, 
for six months, giving information 
on the hobby indicated. Every let- 
ter deals with informative hints on| 
the hobby and a message concern- 


sumer’s name and address and pret- | 


Railroad in Ski Drive 


Union Pacific Railroad has re- 
leased orders through National Ad- 
vertising Service, New York, college 
publishers’ representatives, for the 
use of college newspapers in Con- 
necticut, Massachusetts, New Hamp- 
shire, New York, Pennsylvania, New 


| Jersey, California, Idaho, Colorado, 
| Illinois, Minnesota, Oregon, Wash- 
ington, and Wisconsin, to promote 


ing “Peter Doelger First Prize Beer. | 


All hobby material is under super- 
vision of the Hobby Guild and sub- 
jects cover everything from stamp 
| collecting to the arts. 

Lee M. Rousseau, Doelger adver- 
tising manager, said the promotion 
| has been so successful that the hobby 
theme has been made the 
|of Doelger merchandising activities 
in many districts. 


keynote | 


student acceptance of Sun Valley in 
Idaho as a skiing spot. 


Gets Powers Whisky 
Canada Dry Ginger Ale, Inc., New 
York, distributors of Powers Irish 
whisky, has appointed J. M. Mathes, 
Inc., New York, to handle a campaign 
on this brand. Details of the sched- 

‘ule have not yet been worked out. 


for selling the country as a whole 
on the idea that costs are likely to)| 
be higher before they are lower, | 
hence the present is an auspicious | 
time to build. 

As far as financing is concerned, 
the building industry needs none | 
whatever from the outside, Mr. Far- 
ley said. Plenty of money is already | 
available for sound construction | 
projects, he pointed out. Favorable | 
publicity emphasizing the value of| 
owning a home and the economies 
to be effected by building at once 
will help bring this money into ac- 
tion, he believes. 

The basic problem at present is 
that in most sections of the country 
rentals are too low to make it profit- 
ble to erect new dwellings, he said. 


Lower Costs Unlikely 


“Although lower construction costs 
is one method of curing this situa- 
tion,” he said, “such cuts just don’t 
seem to be in the cards. In fact, 
prices of plumbing and heating ma- 
terials are at present far below the 
general price level. While it is true 
that when all construction materials 
are considered together, their cost 
Will be found to be slightly above 
the general price level, the difference 
is not great enough to exercise any 
real effect on the total costs of 
buildings. 

“It is hardly possible to force la- 
bor to take the cuts which would be 
lecessary in order to bring present 
costs to the level which would make 
hew construction projects profitable. 
As a result, residential construction 
is limited at the moment to terri- 
‘tories where shortages are so acute 
that rentals are somewhat above the 
average for the nation as a whole. 

“Despite the basic economic handi- 
‘aps mentioned, there is always a 
‘ringe market which can be pushed 
‘to action provided those prospect- 
ve builders can be convinced that 
‘osts are as low as they will ever 
’e and prospects are for higher, 
‘ther than lower costs.” 


IN THE 


Southern California 


Market 


— intensive and thorough coverage of Los 
Angeles County is imperative. Here, in but 
ONE county, are concentrated 73.4% of the 
population, 76.7% of the retail drug outlets and 
77.0% of the retail drug sales of the entire 
Southern California market! 


Here, in Los Angeles County, where Southern 
California’s population, buying power and retail 
outlets are centered, The Evening Herald and 
Express delivers 94.2% of its tremendous circula- 
tion—a greater circulation in this rich market by 
many more thousands of copies than that of any 
other Los Angeles Daily Newspaper. 


IN LOS ANGELES IT'S 
THE NO. 1 CHOICE OF ADVERTISERS AND READERS 


LOS ANGELES OO 


HERA 


Mitionil Renciauniaiees 


ee 


“The Proof of the Pudding” 
shows that local drug stores placed 406,115 MORE 
lines of drug advertising in The Evening Herald 
and Express in the first 10 months of 1937 than 
they did in the second daily. This preference of 
local merchants is ample proof of this newspaper's 
coverage and pulling power. 


D “EXPCCSS 


..Media Records 


Oe es ay. Nias ck ee eee : a 3 ae, va : ¥ ee “eae . 3; a A quent “ ~ ee ieee Oar. OF a 4 $ = wh pv: ¥: ae ede d i ‘ ee , ens ine ’ E A : eS fe 
a 
4 Figs" et 
; =) 
| Po = : : ante a 
ae eee ie 
Pg 
at 
eu: 
ie 
ie yes iad +s ee 
ha 
\ sid \ ee 
BA 4 ee 
eee erty: 
Tr ont 
sae ee 
RR ics 
a 
ideal 
19 3}— clea 
pate a tee 
Re ee 
_ ies jhe 
rn 
ee es 
Sate ; ply 
ee Px: De = 
P ae 
watt $ ae 
or ee Biri nt 
aes gan 
. . . 4 
G C inn ee Crem | 
ee -yedube thet Mours- 
. ‘ 7 
Hone ith Oe LP ae 
pu ee i 
Seige ey a aes 
pets or & 
ie his ed page “ 
eta 
ay Saget 
mano 
“sd aR 
ty eae a i 
bs . . x Mi Bia 1g ee av 
fe ( : . a ay . : ; ; fee ees 
, <7 “a * : - RAP ey ses 
Analysis of Southern California Retail Drug Outlets and Sales —— 
ALS i “ae 4 ‘i w “ga SRR ie si es ee Feiss ae Ay ie ei: hi a . "I hh a Nasal Sh : Be =m Eat een 
SOUTHERN CALIFORNIA. = =——“—~*~*~*~—C—C S&L DRUG ~—ORETAIL DRUG sca 
dead ge: na “ SOEULATION > ©. SPORES 2 SALES. eee 
wee Ae 7 ee Re nn og ee eee “ eg : ee oe Bran) ee he 
“PROT ELS ae Sa) 2a ea Se et ee pare “ih eae er ci ggeeee came 
Hers i 4 Fi Ne a o ae ‘ Cc ' oo ee ae ae s eae 
| Los 8. 652,676 73.4 528 76.7. $42,433 77.00 o 
«men: DOES. «i... , as eee one  —_—— ta a aeaile 
Tiles t ks ore oa ao. eee ee eo Sige r 
San Bernard: a ee a 9 aol, bene : 36,969 hae a, en eg Ser ae Bi leaker aa 2 CO) ema Fi - fl as 
cop. a ee a ne eae aa a y eee: NSN Te nae es yt 0 A ae a 2 +e oe : oe 
[@) 2 ETI LE STENT ie te? sa coe 62. = 3 ae ane ae oo a aia. Se 
oe” Oa ee eee Me aD Re oO 3,64 a it aes aa 2 oe Sid 90 eee 
‘ Boe rr, fal renee cee caien i Re ty ee % <e Fie 2h eae st re a ‘gee hk i ae 2 ! 3 re 
‘s Riv ~-i Siac, . , ei: 489 : a * cape a = 4 vs — 1,04 4 & 3 pe. RS a 
ay ee re : eh e590 A em Heme hae es eee 
. ire Pee rc a ee em ee, 2 (gale ey cae ae eer ae ee ee ee ei 
i Bs DE eR ee ee eat hace Soo iar, ee oe ne bei Cae a a Cee es en. ¢ ieee ea ae [ 
—- re aianiteisi a Oe ee i, 2,261 — 0 EO a ee a 19 ‘ee 1 es ’ 
i) a B TERI ceca i sar ceria bes ee a ee ee 1. a Sil er as eee ‘ee Cee 
Santa Barbara....................5.5 917.4200 2000 4H@ AT co ae a i i 
: Or i ci eR Bi Cg a ea ame, Cea Bs eo — 
Impérial eo eon emale 6 OR wee 6 88 we 4 14,909 ne 1.7 toed" cane 22 wae: . % | ; een ies : 562 : - : 1.01 aie: 
m Se ata gg ORIOLE na, See ee f iD Naga ee Oar a AN ¥ ee sts ee : ; 
SEE RRC ee a ee ee ee ae oe 
: : : eo ee, ee esc ae aie gc NG es LO yas a Dg easyer: eke kas Sear aks ae 7 
San Lui Obispo oe eee a Bra era sy ey 3 Bas ae Tey EMS es 20 Re 410 . a : <i ll ee aa 5} in aa $ 
: - ee a 8,324 re 0.9 ae SSRs Paes a Oe wall se | ae 
ie hoe foe See ee ee eet mee ; hss ante Se NP gis: -) | nse rae, asl ela ate me se Same 
Inyo. cc ec ce oe 2,061 Si I aie 5a es De oe 06 ae 4 
y= 5 Dean Hemet Toy he SIS AN i a tga Bees Fie aerate ee = age Be sociale ee aldemt e.My a nae. ee Se ee an : A omer hate Wem bhi Sime... 9 
Sc AON ee eee ae ae ee me ee 
ire os 2% A ‘ A Peer 81 (ig. i 3 ae 994 ce ey et ele $5 2. ee ee a ee 
es — TUTAL SG CALVO. 2 i — s 
ep medi od 53 
. gh ae 
| 54) ae 
“ 
| 
| > 
| 
4 
|G fies 
a 
a Sa Pheoen i. ee eek | 
4 L , 
| 
ig ad 
: ee 
Rei nee 4 
ark ae oe 
se RRA eb Soa Boe ae i so Ses Aa Cena cee? : ; gaan Narn Fe % Ne Teeee. : BAe “ Rea ARTE ee Ae eee ; ; j t ey “ee # Sais ; Pert ee bate aS 
BO i eens tae AY ee wane tg gee cal Phe e TEM ry ees CERO eee gl RR er yice Ry EE cae SA ig lig te oA iG a lial pie Sao Z Pepe etre 
Sy ae a Raat Sige tb Na a ae ine ee eS i a tee Bae alias ict up ge tts tt ee Uae Sy ga Agee ry? os Cn ge RG igs S29 Attias Cara TUE Pr ee Ran os aie teh aaa Og aes 
e Sy eens Sh: (Sas eee empires tare ter boty Sar calile See He ae oe eget Seen 9 wieting 2ebH ptigON agile AS Sect koe Nias it | hog ah te eR ei cake) ie See aes : fe Baa oer oo # aS eee 
i; ‘ Pes i ae ‘ ees i cd phe ees, oe, ae a . : i“ aes : Bae Pos : is (16 ot Ta he SENET FAN, Salar ANOLE espe art ta ee eee Chea 
aS ‘ PLES a 2 rere : 5 ; pee ey ore MER Wee aS ae Me Ere Gn 8G : 4 : nt, Eva teed Pe tae Sa Nate 
ay : , “ ae 3 VP ait 3 Sp : De 5 vase : ¢ . eke é Rela PY : ee ey z 3 reas B Sipe ay 5a : cies of 


th 


va ee 
eg 


10 


ADVERTISING AGE 


December 6, 1937 


a, 


SPONSORS SEEN 
AS DUAL AID T0 
AIR EDUCATION 


Chicago, Dec. 1—An overwhelm- 
ing vote in favor of commer- 
cial sponsorship of educational 
programs featured a “Symposium of 
Listeners” at the National Confer- 
ence on Educational Broadcasting 
yesterday. Sponsorship was _pre- 
sented as a means of increasing 
both the effect and appeal of educa- 
tion through radio. 

Other “listener” opinion as inter- 
preted by the educators and broad- 
casting representatives present at 
this session included a tribute to 
several of the currently sponsored 
educational programs, suggestion for 
replacement of scholars by profes- 
sional broadcasters at the micro- 
phone to heighten program appeal 
and demands that educational pro- 
grams receive a larger percentage of 
favored air time. 

George V. Denny, Jr., director of 
America’s Town Meeting of the Air 


BRIDGE SALES 


McKesson & Robbins, Inc., is reaching 
bridge-minded New York commuters with 
this new board, passed out by con- 


ductors on passengers’ requests and 

bearing reproductions of O. Soglow's 

cartoons for Martin's VVO. National 

Process Company lithographed the 
boards. 


program, and chairman of the ses- 
sion, conducted the poll which re- 
vealed that a majority present fa- 
vored sponsorship of educational 
broadcasts, with the obvious stipula- 
tion that such programs compare in 
quality with leading non-educational 
features now on the air. 

Sponsorship of educational broad- 
casts which would be_ presented 
without the label, “Educational,” 
emerged as a solution to the sev- 
eral complaints that at present edu- 


’ 

cational programs were too often 
relegated to unfavorable periods in 
the listening day. 

Educational programs, it was 
pointed out, are directed at two ma- 
jor groups, those who seek educa- 
tion and those who will take it only 
if it is presented with sufficient 
showmanship. The latter group was 
held to comprise upwards of 90 per 
cent of listeners. 

In securing a larger audience 
from this major listening group, it 
was suggested that professionally 
trained broadcasters be utilized in 
presenting such programs, rather 
than educators themselves who lack 
microphone — technique. Criticism 
was also directed at programs pre- 
sented in such a manner as to im- 
ply, “This is something you ought 
to know, better listen.” 

Commercial sponsorship, it was 
pointed out, usually means programs 
backed up by sufficient funds to 
cover talent, presentation and thor- 
ough technical preparation. As ex- 
amples of quality programs, speak- 
ers cited those presented by Ford Mo- 
tor Company, General Motors, and 
the sustaining presentations of the 
New York Philharmonic Orchestra 
over Columbia Broadcasting System 
and the Metropolitan Opera Com- 
pany over National Broadcasting 
Company. 


TROY isa } 


Perhaps you've always 
thought of Troy as strictly an 
industrial city—but it's a rah- 
rah-sis-boom-ba town, too. The 
1,400 embryo engineers at Rens- 


and after dinner in 
the evening The Record 
Newspapers—Troy's sole 
dailies—are read every 
day. Read because only 
there can undergrads and 
school staffs get in one package 
the reports of the three big things 
that interest them: the school, go- 


Rah! Rah! 


selaer Polytechnic Institute, 500 
young women at Russell Sage Col- 
lege and 200 girls at Emma Willard 
School can—and do—make a de- 
cided bit of collegiate atmosphere. 
Education, in fact, is one of Troy's 
major businesses. Conservatively 
estimated, students and school 
staffs annually make retail pur- 
chases here in excess of $2,400,- 
000. Mighty nifty customers to 
have. In the higher income 
brackets. Able and eager to 
spend. 
In fraternity house, dor- 
mitory and student 
lodgings, at faculty 
breakfast table 


ings on about town, the world at 
large. 

These exceptionally well able to 
buy readers, in addition to the more 
than 119,324 residents of the 
A.B.C. Troy City Zone (which in- 
cludes within its 4-mile radius 
Watervliet, Green Island, Cohoes 
and Waterford), are covered for 
you completely by The Record 
Newspapers. 

You'll say "Rah, Rah" for f 
Troy, too; because one me- 
dium gives you complete 
coverage for only 12c 
a line—it's New York 
State's lowest cost 
major market. 
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J. A. VIGER 
Advertising Manager 


KEEP AIR FREE 
FORDEMOCRACY, 
PALEY DEMANDS 


Voices Industry’s Plea at 
Educational Conclave 


Chicago, Nov. 30.—Attempts, well 
meant or otherwise, to censor, auto- 
cratically control or destroy the 
present American system of broad- 
casting constitute the most serious 
and ever-present threat directed not 
only at broadcasting and the demo- 
cratic philosophy it has developed 
and used but also against American 
liberty, William S. Paley, president 
of Columbia Broadcasting System, 
told the National Conference on 
Educational Broadcasting here this 
week, 

Another major speaker at the in- 
augural session of the conference 
which was devoted to “The Amer- 
ican System of Broadcasting,” was 
Merrill Denison, radio author and 
critic, who represented the listening 
audience, and agreed that audience 
does not want broadcasting ‘“con- 
trolled.’”’ Other conference addresses 
are reported elsewhere in this issue. 

On the credit side of broadcasting, 
Mr. Paley listed the higher general 
cultural level of the American peo- 
ple, the increasing aspiration toward 
better things and the development 
of better informed, more tolerant 
and rational public opinion. 


Must Continue Fight 


“But of greatest importance,” he 
added, “is the fact that radio broad- 
casting has developed and used a 
democratic philosophy. Democracy 
in broadcasting has not been 
achieved without a struggle. The 
fight is not over and it never will 
be. There will be danger from those 
who seek to lay rude and selfish 
hands upon the medium.” 

There is an even greater danger, 
he pointed out, from those who are 
sincere and _ well-intentioned but 
who do not know the meaning or 
value of democracy. He pointed out 
that because the number of broad- 
easters is limited and because in 
the case of networks, millions listen 
at one time, it is imperative that 
all sides be fairly treated. 

As an example of this policy, he 
cited the practice followed by al- 
most all stations in providing free 
time, insofar as possible, for broad- 
casts of political argument, with the 
exception of time charges made dur- 
ing election campaigns. 

“To the limit of public accept- 
ance,” Mr. Paley declared, “the 
broadcaster must be willing that the 
listener shall be exposed to all kinds 
of ideas on all kinds of subjects. 

. Listener Is Fickle 

“It is the broadcaster’s job to see 
that they are competently and in- 
terestingly presented. Listener ap- 
petite is widely varied and vora- 
cious; it is often fickle. 

“Let him who seeks to force upon 
it too strongly his own ideas of 
‘g00d’ beware. An inconceivably as- 
sorted mass audience can be led, 
but we have yet to find a way to 
drive it.” 

The listener is king, he asserted, 
and it is the broadcaster’s job to 
find the best for him and to keep on 
bettering that best. 

This listener’s criticism of broad- 
casting, as interpreted by Mr. Deni- 
son, is directed not so much against 
advertising on the air as against 
the “awful tripe’? permeating many 
of the 17,000 programs of an ordi- 
nary broadcast day. 

“As a listener,” Mr. Denison said, 
“IT wonder what all the shouting 
about advertising is for. I criticize 
some of it, but I prefer to tune it 
out rather than to go after it in 
any other way.” 

Mr. Denison stressed that the com- 
plaint of “tripe” came from all parts 
of the country and all classes and 
was directed against sustaining as 
well as commercial shows. He esti- 


a 


EDUCATIONAL FACTS 


William S. Paley, CBS president, gives 
some salient facts on the American sys- 
tem of broadcasting to the National 
Conference on Educational Broadcasting, 


mated that there were 17,000 pro- 
grams aired daily. 

“Some 240 of the 17,000 daily 
shows are network programs. Of 
this number, perhaps 24 are of first 
rate quality.” 

An increased appreciation of mu- 
sic and a better knowledge of poli- 
tics and public affairs were cited by 
Mr. Denison as two chief contribu- 
tions made by broadcasting to its 
listeners. Regarding music, Mr, 
Denison compared the average high 
quality of this type of program with 
the usual written show. 

“Radio music is satisfactory,” he 
said, “because, in this phase of 
broadcasting, broadcasters deal with 
an equal power. Contrast this with 
broadcasting’s treatment of radio 
writers. The latter lack the rewards 
of adequate pay, of recognition and 
of the satisfaction in seeing their 
work competently produced. 

“If broadcasting is to be respected, 
broadcasters must first respect their 
medium themselves. As a listener, 
I don’t want government operation, 
control or regulation, but broadcast: 
ing must watch its step.” 


Womtu ReadinA 
419 Focurte Gor., Wer Yoru 


The world’s largest organi- 
zation devoted entirely to 
creating ideas and mate- 
rials that build BRAND 
PREFERENCE at the point 
of sale. 


The UNITED STATES PRINTING and 
LITHOGRAPH COMPANY and DIVISIONS 
HOME OFFICE: 320 BEECH STREET, CINCINNATI, OHIO 
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OUTDOOR ADVERTISING STIMULATES SALES 


Today's weather report may 
say “freezing,” but there’s a 
fair wind blowing for busi- 
ness! America’s millions are 
going places—motoring, travel- 


ing, desiring, buying—right 


OUTDOOR 


ADVERTISING | 
INCORPORATED * 


60 EAST 42ND ST.,NEW YORK 


now—and you can sell ‘em as 
they go, with vivid, colorful, 
outdoor displays. You need 
outdoor advertising to sell 


an outdoor people, in spring 


and summer, winter and fall! 
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Calling for Action 


Once again Henry Eckhardt. as 
chairman of the board of the Ameri- 
can Association of Advertising Agen- 
cies, has voiced a forceful, and intel- 
ligent plea for “final, joint, united 
action” on the matter of regulating 
advertising in the interests of all 
honest advertisers. 

In all of the discussion of self-regu- 
lation in the advertising field during 
the past several years, no important 
voice has been raised against the 
value of some efficient method of reg- 
ulation from within the advertising | 
field which would screen out undesir- | 
able practices and protect all honest 
advertisers from the depredations of 
the small minority whose practices 
throw all advertising into disrepute. | 
The value of the objective has never | 


! 


| 


| 
| 


been successfully challenged, but as | 
Mr. Eckhardt so forcefully says, “the | 
translation of these projects into uni- 
the final 
there’s where the next big prob- 


fied industry action push- 
over 
lem lies.” 

With Mr. Eckhardt’s assertion that 
final, joint and united action on the 
part of all factors—-advertisers, agen- | 
and 
can be no quibbling. I? 


cies media—is essential, there | 
advertising | 
is to set up any effective mechanism 
to police its own ranks for its own | 
benefit, such have 
the united and the whole-hearted sup- 
port and co-operation of every branch | 
of the vast advertising structure. And 
obviously, no such whole-hearted and 
united support, except “in principle,” | 


mechanism must 


can be obtained until a concrete, 
definite, workable plan of action has 
been formulated and presented to all 
of the groups involved. 

Thus far no plan has been publicly 
detailed 


advanced which is enough 


and concrete enough to warrant seri- 
/ous consideration, not from the stand- | 


point of principle, but from the more 
prosaic but perhaps more important 
standpoint of its wisdom and its 
workability under day-to-day condi- 
tions in the advertising business. Yet 
some definite plan must be evolved 
before self-regulation can become a 
fact, and before the copy 
adopted by leading associations in 
the field can become more than pretty 
mottoes hanging on office walls. 
Some individual or group 
devise a workable plan of ac- 


codes 


one 
must 
tion. Perhaps, because no plan of 


self-regulation can exist except in 


theory unless it receives the cordial 
approval and support of all divisions 


of the field, it would be wise and dip- | 


lomatic to have 


every 


representatives of 
group sit in on the formulation 
of that plan; perhaps, on the other 
hand, better work 
plished more speedily if one group 
or association makes up preliminary 
working drawings and then submits 
them for discussion and criticism to 
all the other groups. 

In any 


can be accom- 


event, formulation of a 
plan to make copy codes work is the 
next step in any program which has 


self-regulation as its objective. 


The Giant Stirs 


One can’t expect the building in- 
dustry, which has received numerous 
injections of sure-fire cures from 
Washington in recent years without 
noticeable effect wpon its lethargic 
condition, to get too excited about 
the latest front-page stories from the 
capital. The President’s plan to put 
new life into the somnolent giant is 
accepted eagerly, but not without an 
undertone of pessimism. 

Sober minds in the industry are 
pointing out that even should the 
proposed plan work to perfection, lit- 
tle real building activity can be ex- 
pected until spring or early summer, 
and that even then no such revival 
of home construction as is envisioned 
in the remarkably enthusiastic re- 
leases of the Washington press 
agents can be anticipated. 


Yet the situation holds real prom- 
ise, because, whatever the shortcom- 
ings of the act which is finally passed 
may be, the building industry can be 
expected to make the most of. it. 
With a decade of virtual starvation 
behind it, the industry can be counted 
on to throw its support whole-heart- 
edly behind any plan which gives 
promise of bringing it relief from its 
sleeping sickness, and of restoring it 
to the health and vigor it once knew. 

The real estate men who once sub- 
divided farms a hundred miles from 
the center of town, and the builders 
who once projected perfect garden 
homes far, far from the madding 
crowd are by nature too optimistic 
and too ebullient to let the slightest 
opportunity pass without snatching 
every possible bit of benefit from it. 
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What's the Price? 


We've heard some about the Fed- 
;eral Trade Commission’s complaints 
against motor car manufacturers 
who were wont to quote prices of 
their cars minus freight, tax, bump- 
ers, wheels and engine, but now that 
the FTC has scared the auto boys so 
they don’t dare quote any price at 
all in magazine copy, we're getting 
pretty impatient with the whole 
business. Certainly it might have 
been embarrassing to read that an 
|Umpah Eight cost $600, only to dis- 
cover when you planked your money 
|down that it was all a gag, and that 
| wanted your Umpah deliv- 
;ered to you in running condition, it 


| would actually cost you $947.63, plus! 


|state sales tax. But on the whole 
knowing the wrong price isn’t any 
worse than not having any idea of 
the price at all. 

For a nearly perfect example of 
the current mode of priceless price 
copy in the motor field, see Gra- 
ham’s ads. ‘Nobody will believe it 
/costs so little!” it shouts. “Little 
more than the lowest-priced cars” 
. “everybody thinks it’s an expen- 


|sive car” “only a little more 
‘than the lowest.” How much does 
|it cost, allowing for a margin of 
error of say, $500 one way or the 
;}Other? The answer is in Spt (or is 
|it 6pt) type: “Ask your dealer. 
You'll be amazed.” 

Plain Language 

| There has been a good deal of 
talk in retail circles about the re- 
turned goods evil, but most of the 


talk has been one merchant talking 
to another, with a something-must- 
be-done-about-it shake of the head. 
Down in Dallas the Returned Goods 
Division of the Dallas Retail Mer- 
chants Association is actually do- 
ing something about it. It’s taking 
the story of returned goods and their 
cost to the public in hard-hitting, 


direct newspaper advertising that 
minces no words and pulls. no 
punches. 


“Salespeople have no authority to 
suggest that you ‘try’ merchandise 
at home,” it warns. To cancel a 
sale costs from 21 to 61 cents, it 
says, and naturally that cost is re- 
flected in all retail prices. ‘Make 
up your mind at the store—before 
you buy. It’s fairer to you, the 
salespeople, the merchant and every- 
body—and we all profit by it.” 


No High Prices 

A really effective answer to the 
housewives’ plaint of rising prices 
was given in Western newspapers by 
S and W foods the other day. Show- 


bbi 


—Indianapolis News 


"Poor dear, always a flower girl but never a bride.” 


ng 


ing 10 varieties of S and W prod- 
ucts, the advertisement pointed out 
that this typical selection now costs 
| $2.14, whereas the same _ selection 
cost $3.26 in 1929, and “even in the 
‘normal’ year of 1926, it added up to 
$3.16.” 

This is an approach which we 
haven’t seen used elsewhere, and 
yet, with shoppers howling over price 
increases, it could undoubtedly be 
used effectively and honestly in 
many communities. 


This -and That 


Our squeamish stomach rebels at 
the illustration in the center of the 
Longines SEP ad. Those seven men’s 
wristwatches look a little too much 
as though they were fastened on the 
perfectly spliced stumps of two hand- 


| Bros. success selling coffee is due to 
the fact that it doesn’t let advertis- 
ing fashions run away with it. For 
jinstance, the current campaign, 
Which plays on the tender memories 
of oldsters and draws a neat moral 
right into the Hills Bros. coffee can, 
|in contrast to the vim-and-vigor copy 
|of most advertisers. . You have 
ito read between the lines of Amer- 
‘ican Airlines advertisements, but you 
don’t need a microscope to discover 
that the company is telling you it’s 


pleasanter and somewhat safer to 
travel the “low-level airway” from 


New York to California than to fly 
right through the thick of the 
Rockies. “Call it the sunshine route 
or the better weather route ... or 
the greater-comfort route—the fact 
is that this one nature-favored air- 
way is the best route from New 
York to the Pacific Coast any week 
of the year,” it says brightly. 

Every once in a while the New York 


Sun provides two big, clean white 
pages (at the regular advertising 


rates) so that Percy Crosby, who can 
make you laugh or cry with three 
strokes of a pen, can use up thou- 
sands of words in a not too enter- 
taining and not too lucid attack on 


the national administration. As a 
matter of mental gymnastics, we 
wandered through the whole of 


Percy’s Thanksgiving double-truck, 
and were rewarded with this perfect 
gem of consolation for the non-sell- 
ing author: “My secret dread was 
that, upon its publication (‘Three 
Cheers,” by Percy Crosby), it might 
be received by literary critics and 
the public, and then I would know 
that there was something the mat- 
ter with the writing, but luck was 
with me all the way and the book 
drifted away unnoticed save by the 
printer.” .. 


less arms. ... Maybe much of Hills| 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter. 
head. 


No. 1265. 
Mills is 
Used? 
Over 75 per cent of all new con- 

struction in the textile industry is lo- 

cated in the South, and Southern 
mills consume more than 70 per cent 
of the total textile fiber used by mills 
of the country, according to this 
folder issued by Cotton. The folder 
lists new textile mills or additions 
since January, 1937, and describes 

Cotton’s coverage of the textile in- 

dustry. 


In How Many of These 
Your Equipment Being 


No. 1266. The “First 200 Days.” 


In this brochure, KGLO, Mason 
City, Ia., presents an illustrated his- 
tory of its accomplishments since 
January 17, 1937, when the station 
went on the air. Market data, pro- 
gram successes, merchandising co- 
operation, and station facilities are 
covered. 


No. 1267. “Casket and 
Market Survey. 
Compiled by Casket and Sunnyside, 

this survey presents, in concise form, 

the major factors essential to a study 
of the sales potentialities of most 
products sold to the funeral service 
industry. Maps and tables show the 
publication's coverage of this market. 


No. 1250. 1938 Market Data and Cir- 
culation, Metropolitan Sunday 
Newspapers, Inc. 

As in previous years, this annual 
study issued by Metropolitan Sunday 
Newspapers, Inc., offers more than a 
statement of circulation. With mar- 
kets the basis of consideration, it 
establishes the relative sales impor- 
tance of different sections of the na- 
tional market, applies circulation to 
these markets, and points out differ- 
ences in distribution of circulation, 
intensity of coverage and limitations 
of circulation. 


Sunnyside” 


No. 1247. The Road to New Car 
Sales in New York. 


The New York Sun has issued this 
report of house-to-house surveys con- 
ducted in 27 towns surrounding New 
York, and shows The Sun’s coverage 
of homes of potential new car buy- 
ers. A year-by-year record of leading 
automobile manufacturers, 1925-1937, 
in the Sun, is included. 


No. 1249. Survey of the Seed In- 
dustry. 

Seed World has issued two studies 
which should be of interest to manu- 
facturers serving the agricultural 
and horticultural fields. One lists 
the wide variety of items handled 
by the seed trade for resale, with 
the amount of sales in dollars each 
item has produced annually. The 
other determines the items listed in 
the 76,000,000 seed catalogs printed 
each year. 


No. 1258. Census of the Plumbing 
and Heating Industry. 

This new 16 page booklet, issued 
by Domestic Engineering, presents 
the marketing story of the plumbing 
and heating industry, compiled from 
material on this field in the 1935 Cen- 
sus of Business. The data has been 
organized into three parts: The 
Plumbing and Heating Industry, The 
Plumbing and Heating Contractor, 
and The Plumbing and Heating 
Wholesaler. 


No. 1261. Advertising to the Restau- 
rant Operator. 


American Restaurant has issued 
this report of a survey conducted 
among restaurant owners and oper- 
ators to determine the advertising 
effectiveness of four media upon res- 
taurant operators. Interesting de- 
tails are disclosed about readership, 
interest in editorial features and in- 
fluence of advertising. 
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growing list of American business institutions recognizing 


Farm yournal’s “public relations’’ potentials. For the farmer 
The efficient operation of the railroads means dollars and constitutes an important part of national opinion, a fact 
cents to the farmer. So the Association of American Rail- that is definitely recognized in Farm Journal’s modern edi- 
roads reminds the farmer of their common interest in threat- torial approach. Because it lays just the proper editorial 


ictive legislation .. . talk him in hi : ‘ : 
ened restrictive legislatio ae oS res - groundwork, and is national in scope, Farm Journal offers 
la ... and in his own magazine. , : , 
a a to Kis owe mngenine business an unique opportunity to tell its story to farmers 
The Association of American Railroads is but one of a —completely, effectively. 


FARM JOURNAL 
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Fleming Forms 
New Company to 
Promote ‘Tips’ 


New York, Dec. 2.—James J. Flem- 
ing, formerly sales manager, Gillette 
Safety Razor Company, Boston, has 
formed the Fleming-Hall Company, 
Inc., 10 E. 40th street, New York, to 
merchandise “Tips,” a concentrated 
liquid antiseptic for elimination of 
smokers’ breath, onion, alcoholic and 
other breath odors. Control of the 
product was recently acquired from 
the Earle Chemical Company, Wheel- 
ing, W. Va. 


Will Extend Distribution 


The new company, Mr. Fleming 
said, will extend distribution of the 
product, which has been confined to 
New England and the Southern sea- 
board, to national dimensions, and, 
with more adequate distribution fa- 
cilities effected, will launch a con- 
sumer advertising campaign of mod- 


FOOD VIEWS ‘ 


Some thoughts on infant feeding were 
passed between AGMA sessions in this 
conversation between James F. O'Brien 
(left), vice-president, Federal Adver- 
tising Agency, and Earle Johnson, sales 
manager, Gerber Products Company. 


est proportions. Tips has been on 
the market about a year and a half. 

Sol C. Korn, president of the Korn- 
Stewart Cigar Company, Inc., is af- 


filiated with the new organization. 


MORE CONTROL 
TO AID LITTLE 
MAN PREDICTED 


Cummings, Patman Tell AGMA 
of New Law Plans 


New York, Dec. 1—New govern- 
mental action to curb competitive 
practices harmful to the “small 
business man” were predicted here 
this week by two national figures, 
generally regarded as administration 
spokesmen, who offered food manu- 
facturers and distributors a preview 
of federal legislation that appears 
imminent. 

Addressing the 29th annual con- 
vention of the Associated Grocery 


dence. 


New Haven is First in 
Connecticut in volume of 
wholesale trade, exceeded in New 
England only by Boston and Provi- 


routed. 


Terminal 


which all New England freight is 


sNEW HAVEN 


New Haven has_ the 
Second largest Freight 
in America, through 


This great New Haven market = By Test, the 
Best for Test= is completely and economically 
covered by one newspaper — with the largest net 
paid daily circulation in New England. with 
the exception of Boston and Providence. 
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May we send you a copy of our 
wo illustrated Brochure describing 
yee more fully this territory “Register 
City” and the newspaper which 
dominates it? 


The New Haven Register 


Represented by 
L AGENCY — New York—Boston—Chicago—Detroit 


OFFICIAL TALK 


F. A. Harding (left), advertising man- 
ager of William Underwood Company, 
gets some official slants between AGMA 
sessions from President Paul S. Willis. 


Manufacturers of America, Inc., at 
the Waldorf-Astoria Hotel, Attorney 
General Homer S. Cummings and 
Representative Wright Patman of 
Texas both expressed the conviction 
that the re-establishment of the 
small and independent business 
man’s path to prosperity is vital to 
the maintenance of our democratic 
institutions and to the promotion of 
the general public’s welfare. Mr. 
Cummings discussed the need for 
revising the anti-trust laws now on 
the books, while Congressman Pat- 
man revealed the details of his pro- 
posal, which will be introduced at 
the next session of Congress, to pro- 
hibit interstate chain store opera- 
tions. 


Discusses New Bill 


After reviewing briefly the compe- 
titive conditions which led to enact- 
ment of the Robinson-Patman and 
Tydings-Miller laws which, Congress- 
man Patman asserted, have created 
“public sentiment in favor of inde- 
pendent business with the American 
public sold on the fact that inde- 
pendent business should be _ pre- 
served and protected, and monopoly, 
along with greed, should be run out 
of the country,” he said that today 
another vital, clear-cut issue faces 
the American people: “Shall a cor- 
poration be permitted to engage in 
retail distribution in more than one 
state?” 

“In every community, town and 
city, there are plenty of people who 
are able and anxious to conduct the 
retail distribution needed in that 
irea,” he declared. “It is my be- 
lief that any business that can be 
satisfactorily operated by local peo- 
vle should be preserved, so far as 
it is possible, for them. At least, 
‘ocal people should be encouraged as 
against absentee owners. I realize 
that there are many lines of busi- 
ness that by reason of the large 
amount of capital involved and for 
other reasons, local people are not 
always in a position to conduct, but 
we do know that they can conduct 
all of the retail business that is 


necessary.” 


Would Block Evasions 


His proposed measure, Mr. Pat- 
man said, would supplement exist- 
ing provisions of the Clayton Act, 
and make it unlawful for any cor- 
poration to own retail outlets in any 
other state except the state in which 
it is incorporated. No corporation 
would be permitted to resort to sub- 
terfuges and directly or indirectly 
control or lease through agency ar- 
rangements such retail outlets, he 
added. 

“This bill, as now proposed, will 
affect mail order houses on that 
part of their business conducted 
through retail outlets in more than 
one state,” he said. ‘“‘The govern- 
ment is losing tens of millions of 
dollars a year being the delivery 
boy and advertising agent for mail 
order houses. This subsidy should 
be stopped and this discrimination 
against local business removed. 

“It is my belief that the bill, if 
enacted, will be sufficient to restrict 
retailing by a corporation to one 
state and that such a concern will 
not be permitted or privileged to be 
connected in any way whatsoever 
with retailing in any other state. It 
will not permit breaking up into 


state units under one common man- 


agement or holding company as 
heretofore done by a certain large 
oil company.” 


The bill. Mr. told 


his 


Patman 


listeners, should receive the support 
of all independent retailers, includ- 
ing small chains operating within 
one state; all independent whole- 
salers, “whose future depends upon 
the existence of independent mer- 
chants”; manufacturers and con- 
sumers. 

Explaining that his remarks rep- 
resented “merely my own view- 
point,” Mr. Cummings declared that 
“nothing is more obvious than the 
fact that big business is moving 
blindly but with accumulating ac- 
celeration down the road leading to 
ultimate government’ supervision.” 
Economic groups that, in one way 
or another, “have arrived at a posi- 
tion of dominance in any line of ac- 
tivity are likely candidates for regu- 
latory treatment,” he hinted. 

Mr. Cummings pointed out that 
existing anti-trust laws, “admirable 
in design and, within certain areas, 
reasonably successful, have failed of 
their major objective,” in that they 
have checked the growth of monop- 
oly, but have not prevented it. 


Wants Laws Overhauled 


The trend toward “undue concen- 
tration of wealth and economic con- 
trol” is unmistakable, he said, cit- 
ing figures which estimated that in 
1929, 200 non-financial corporations 
controlled 49 per cent of the assets 
of all such corporations, while in 
1933 the percentage had increased 
to 56. 


A thorough overhauling of the anti- 


trust laws is imperatively required, 
Mr. Cummings said, “not only from 
the standpoint of government and 
the public, but from the standpoint 
of business as well.” Among the 
subjects that must be considered, he 
observed, are federal incorporation 
or licensing, mergers, holding com- 
panies, price leaders and taxation. 
He also indicated that ‘“considera- 
tion might well be given to an in- 
crease in the authority of the Fed- 
eral Trade Commission.” 


Wilson in New York 


Murray B. Wilson has been named 
manager of the New York sales dis- 
trict of American Rolling Mill Com- 
pany, Middletown, O. 
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ADVERTISING 
SALESMAN wanted, 
at present unem- 
ployed. Must qualify 
in experience, de- 
pendability, ability, 
imagination and re- 
sourcefulness. Ac- 
quaintance among 
larger manufacturers 
desirable. Give expe- 
rience, past employ- 
ment, references, age, 
if married and enclose 
snapshot which will 
be returned. 


Address Box 1290, care 
of Advertising Age, 
100 East Ohio St., Chi- 
cago, Ill. 
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Survey Shows 
Women Favor 


New York, Dec. 1.—American 
housewives of average-income 
a vote of eight to two, according to 
early results of a nation-wide survey 
being conducted by 
sumer News. 

Nine hundred field-women are can- 
vassing all sections of the country, 
the magazine said, and while less 
than 2,000 votes have been tabulated, 
the percentages are 
main about the same. 


National Con- 


The vote, taken among housewives 


in homes with incomes of less than 
$2,500, is intended only to reflect the 


attitude of consumers to buying Jap- | 


anese-made goods, it was revealed, 
and is not meant to deal with the 
complex problem of whether or 
American stores should handle 
merchandise. 


the 


83% Would Pay More 


The first question put to the house- | 


wives was if they subscribed to the 
belief that Japanese policy in China 
is grounds for a consumer boycott of 


The Low Down on “W 


homes | 
favor a boycott of Japanese goods by | 


expected to re-| 


not | 


Japanese goods. The latest returns 
show that 80 per cent voted yes. 

| The next question inquired if the 
housewives would, as a result of Jap- 


anese policy in China, actually refuse | 
| a p B oO Y & '@) tt |to buy Japanese goods even if they | 
Eighty-three | 
per cent answered this in the affirma- 


were cheaper or better. 
tive. 


wives if they would 
| Japanese goods even in 


refuse to 
the 


buy 
absence 


of a boycott, and 73 per cent said they | 
The survey will be continued | 


would. 
through December and final results, 
the publication claims, will be 
first authoritative report of consumer 
reaction to the question of a Japan- 
ese boycott. 


Rastall hon Self 


tion for manufacturers in promoting 
|sales to the government has 
opened in 603 Transportation bldg., 
Washington, D. C., by Walter H. 
Rastall, former chief of the Depart- 
ment of Commerce merchandising 
| division. The new organization is 
known as Federal Sales, Inc. 


Slogan for Tennessee 
The Tennessee State Conservation 
| Department will feature the slogan, 
|“Tennessee, the Playground Nature 
|Made for You,’ in its advertising 
campaigns. 


The final question asked the house- | 


the | 


A special merchandising organiza- | 


been | 


DATED BREAD PROMOTED IN COAST SERIES 


Ss. Moder Women 
BM ike to now when_. 


bread is fresh Me aie 


& 


gt 


bal 
JULIA LEE WRIGHTS.- 


Is Dated 


Reproduction of direct color photographs feature this poster, first of a new 
“dated” series in key Pacific Coast cities for Julia Lee Wright bread. J. Walter 
Thompson Company, San Francisco, prepared the series. 


| Powers for Self 
Ek. J. Powers has resigned as West- 
| ern manager of Cooley & Cortes, Inc., 
| and has taken over the Chicago quar- 
| ters previously occupied by that com- 
| pany to continue operating as a spe- 
cial representative under the name, 
| KE. J. Powers & Co. 


| Phil Huber Named 
| Head of Ex-Cell-O 


Phil Huber, vice-president and as- 
sistant general manager of Ex-Cell-O 
Corporation, Detroit, has been named 
president and general manager, suc- 
ceeding N. A. Woodworth, who has 
| ae resigned because of ill health. 

_ Stratton in New Post 

Chester M. Stratton, formerly with To Jergens-W oodbury 
Radio-Keith-Orpheum and National John S. Hewitt has been appointed 
| Broadcasting Company, has joined general sales manager of Jergens- 
| National Radio Registry, New York, | Woodbury Sales Corporation, Cincin- 
as managing director. | nati. 


OES your marketing picture include Classified Telephone 
Directories? Are your trade mark and local outlets listed 
there? If so, you have taken effective means to check substitution. 
You know that people who want your product can easily find it. 
If not, your advertising may do its job—but still your competitor 
may get the sale. 
Many leading concerns have proved the value of “Where to Buy 
It” Service. They include Westinghouse, Phileo, DeVoe & Raynolds, 
Hewitt, Mimeograph, Duco, American Radiator. 


May we discuss a plan to suit your needs? 


a a ~ . es 2 6 . la hl a a - Of 
Trade Mark Service Division, American Telephone & Telegraph g Grands 008° LPR ospet +3 
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SKS FTC PROBE 
OF CENSORSHIP 
OF PRICE FACTS 


New York, Dec. 1.—An appeal to 
the Federal Trade Commission to 
investigate “sinister” attempts by 
drug retailer organizations to “cen. 
sor consumer channels of informa- 
tion” was made today by Representa. 
tive Emmanuel Celler, of New York, 
in a letter to W. A. Ayres, commis- 
sion chairman. 

Charging that retail drug dealers’ 
organizations had attempted to force 
wholesale newsdealers to. refrain 
from handling magazines containing 
articles “attempting to give the facts 
about the Tydings-Miller resale price. 
maintenance amendment, which the 
organized druggists fear to have 
come to the attention of consumes,” 
Representative Celler offered to turn 
over the names of alleged offenders 
to the commission. 

Citing a check for $25,000, which 
he said had been turned in by a na. 
tional advertiser to a ‘retailers’ 
lobby fund” after the manufacturer 
had suffered a boycott of his prod- 
ucts which had been established by 
irate dealers “who did not consider 
his retail prices high enough,” he 
asked the commission to ascertain 
whether the retailers, fearful of hav- 
ing a reproduction of this check pub- 
lished, had acted to have the mag. 
azine containing the photograph 
withdrawn from circulation. 


Magazine Not Troubled 


Curiously enough, inquiry at the 
offices of Consumers’ Union, which 
published in its October Reports part 
of an advertisement run by Macy’s, 
as reported in ADVERTISING AGE of 
Oct. 4, in which the check in ques- 
tion was reproduced, in connection 
with an article about the Tydings. 
Miller law, revealed that the con 
sumers’ organization had experienced 
no difficulty in connection with the 
distribution of that issue to the 
newsstands. 

It was further asserted by the 
union that the only opposition ever 
experienced with the wholesale news- 
dealers in placing its reports on the 
stands was in connection with an is- 
sue containing data concerning the 
relative merits of ice cream brands. 
In this instance, it was related, com- 
bination stationery and ice cream 
outlets carrying the _ lower-rated 
brands voiced some unwillingness to 
display the issue. 

Explaining his request to the com- 
mission, the New York Congressman 
said that this action was “based en- 
tirely on a belief that in the end it 
is the small man who will be most 
directly harmed by exploitation of 
the consumer through price-fixing 
coercions,” 


Joseph Heads Lay-Tite 

A. Derckun Joseph has been named 
president of Lay-Tite Division of G. 
H. Robinson Company, Chicago. The 
division was formed with entrance 
by the Robinson company into the 
decalcomania field. 


Halos to “RN” 


Stephen G. Halos, formerly with 
Murray Breese Associates, Inc., New 
York, has joined RN, A Journal for 
Nurses, New York, as Western mat- 
ager in charge of advertising. 
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BUSINESS PHILOSOPHY 


STRATING A 


W?: think the “‘bird-in-the-hand”’ philosophy is sound 
business procedure. 

That is why, of the twenty-four partners who own this 
agency, twenty-three devote their full time to the planning, 
creation, and production of advertising—and to the sales 
problems of clients. Only one devotes his time to soliciting 
new accounts. 

The service made possible by this philosophy has paid. 
For more than 60% of our present volume of business is 
increased billing from o/d clients with sales reasons for 
increasing their advertising through Young & Rubicam. 


YOUNG & RUBICAM, Inc., Advertising 


New York - Chicago - Detroit + Hollywood - Toronto - Montreal 
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FOOD INDUSTRY 
TAKES CHEERFUL 
VIEW OF 1938 


| Distri ke tion 
sso Staff Formed — 
by Atlas Radio 


| 

Dec. 1.—Formation of a 
. . | 

national distributing organization by | 


CONVENTION CONTACT 


SUGAR COATED 


e 


Chicago 


Atlas Radio Corporation, Hollywood en ’ 
transcription producer, was com- | ’ 
pleted today at the first sales con- | All Factors Discuss Problems 


vention in the Stevens Hotel here. 
The organization is headed by a 
group of former motion picture ex- 
ecutives and a promotion program, 
similar to that of motion pictures, 


at AGMA Conclave 


New York, Dec. 1.—-Leading execu- 


‘as mé > - Herbert R. Ebenstein, | The candid cameraman caught this Piiwxcight- ee 
pot - — . _ + a - . _— sweet duo at the AGMA convention; tives of the $4,000,000,000 a yeat 
president, at the meeting. Joseph W. Mooney (left), sales execu- |food manufacturing industry, par- 


Under the ‘plan presented the or- tive of American Sugar Refining Com- |ticipating this week in the 29th an- 
ganization will offer exclusive fran- 


: pany and R. S. Stubbs, vice-president. (nual convention of the Associated| |. Jy Gumpert 
chises on its productions to a single | ————— . 


: sales and promotion 
‘ ‘ “ a == | Grocery Manufacturers of America, 
radio station in each city with the} 


manager of B. T. Babbitt, Inc., takes 


4 the size of the stations. Produc-|Inc., at the Waldorf-Astoria Hotel | time out from the AGMA convention for 
promotion service for sponsors @8liion is headed by Lou Wins-| here, engaged in a searching scru-| an office contact and hears everything is 
part of the “production package.” 


ton, with Mr. Ebenstein directing tiny of the business outlook for 1938, | 
the New York sales division; Ray | legislative trends that may affect |= i 
—== | Coffin, Pacific Coast; L. Daniel Blank,|the food industry, merchandising 


central zone with headquarters in| problems that must be solved joint- 

GLEAMING TEETH Chicago and Claude C. Ezell, South- | ly with all distribution factors, and 

*** /ern division with headquarters in/the viewpoint of that gargantuan 

Used 2,741,520 tubes of Toothpaste Dallas. Offices will be established in | creature that has suddenly become 
That's only ONE of 57 drug products used |New York, Chicago, Dallas, Los An-|articulate—the consumer. 

in the $65,000,000 Camp Market. For de- geles, Boston, Pittsburgh, Detroit,| Paul S. Willis, AGMA president, | 

— a | Minneapolis, Atlanta, Seattle, Denver | who served as convention chairman, 


"Aas teed baeke ot lhe A and San Francisco. sounded a keynote of optimism when 


going well. 
Rates on productions will vary with as 


/he asserted that in spite of the cur- 
rent business recession, “by com- 
parison conditions show up rather 
favorably.” Real public purchasing 
power for the entire nation is well 
ahead of a year ago, he reported, 
with income 21 cents on the dollar 
‘higher than a year ago while living 
|costs are up only six cents on the 
dollar. 


Confidence Big Need 


Assuming that the government en- 
courages business, he said, to the 
extent of revising the tax structure, 
curtailing attacks on business lead- 
ership, ending competition with 
business, and balancing the budget, 
the food industry might well apply 
itself to figuring out ways of “re- 
ducing prices while maintaining 
quality; improving merchandising 
and advertising effectiveness; en- 
couraging experimental research; 
bringing down needless costs; refir- 


* e e » 
Automotive Advertising in Popular Mechanics 
ing the loyalty and enthusiasm of 


those who are dependent upon the 
industry for their livelihoods and 
onsumers an Fa ees happiness; and seeking out new and 
— channels of distribu- 


tion.’ Renewed confidence, he de- 
clared, is the spark needed to set 
off the blaze of latent prosperity. 

Spokesmen for the retail grocer, 
local and national wholesale grocer, 
and supermarket operator for the 
first time sat side by side with the 
manufacturers and expressed their 
views on problems common to both 
producer and distributor. The frank 
discussions were hailed as marks of 
a “new era of harmony” for all fac- 
tors in the food industry. 


il | | NA HAAN: 
Hi | HA AAW AAAI | UUW UALR LLL 


A reader survey showed that 88.5%, of 
Popular Mechanics’ readers owned cars, 
with 23% of the families owning more 
than one. Over 83°; buy oils and gaso- 
lines by name, and over 75% buy acces- 
sories by trade name. 

A study among dealers handling one 
accessory in New York, Detroit, Colum- 
bus, and Chicago showed that 42.3% of 


that reaches over half a million men 
owning nearly six hundred thousand 
cars, and that reaches also thousands in 
the automotive industry. 

If you want both car owners and auto- 
motive dealers to be conscious of your 
car or accessory advertising, place it in 
Popular Mechanics Magazine. 


Give Quality Story 
Charles E. Smith, president, 
tional Association of Retail 


Dayton, O., urged food manufactur- 


those dealers were readers of Popular Send for ers to allow every link in the dis- 
tribution setup a legitimate profit. 


Mechanics. He stressed the need for a fuller 


interchange of information between 
the different branches of the indus- 
try. 


“THE MAN MARKET” 


For all goods that men purchase or have 
a hand in purchasing, Popular Mechan- “All of us working together could 
ics is a logical medium at an extremely educate the public to the fact that 
low cost per page per thousand. ‘‘The it pays to buy quality foods,” he 
M Market’ ieee ak ok lakes 1 said. “It does not pay to get one 
an arke presents a 1ot © ata in item at cost and pay a premium for 
brief, convenient form—ages, purchas- another.” 
ing power, and occupations of readers, 


A survey made among garages, sup- 
ply dealers, and other automotive trades- 
men in small and medium sized towns of 
Indiana, Illinois, and Wisconsin showed 
that 63°; read Popular Mechanics— 
three-fourths as many as read any maga- 
zine at all. 


That's why many an advertiser ot an Market studies, to determine what 


ae : ; ; sed brands of different products are 
automotive product in Popular Mechan- lineage records, circulation distribution caieh in aneteia ans oan 
ics includes a paragraph addressed to —just the material you need in makina urged by R. M. Fisher, manager, 


| Creasey Company, Columbus, O., a 
‘local voluntary wholesale grocer. 
| ° . . 

| Deploring the frequency of consumer 


‘Dealers.’ These advertisers capitalize up a list. Send for a copy today. You may 


on the dealer influence of a magazine need it tomorrow. 


deals, which often antagonize buy- 
fers, he asked manufacturers to re- 
; fuse to permit their merchandise to 


| be sold as loss leaders. He suggest- 
ied that grocery manufacturers, who 


{have been reluctant to utilize state 
ie fair trade laws, employ this device, 
j}and also enlist in the movement for 

. 


{the enactment of laws 


below-cost sales. 


prohibiting 


Gives Consumer Views 
enlightened presentation en- 
“Mrs. Consumer Thinks Out 


POPULA CHANICS 
titled, 

Loud,” noteworthy because of the 

| practical thinking it reflected, as dis- 

e | tinguished from the conventional gen- 

eralities expressed by so-called “con- 


sumer spokesmen,” was offered by 
Mrs. Bert W. Hendrickson, who di- 


} 
} 
| 
| rects 


consumer activities for the 

N. Y. State Federation of Women’s 

200 East Ontario Street, Chicago, Illinois =» New York «= Columbus = _ Detroit | Clubs. as well as the advisory com- 
\ \ = ae é 


mittee on consumer interests for the 


|New York World’s Fair of 1939. 


| 


| 
| 


“Women consumers tend, either 
through inertia or loyalty, to stick to 
tried and proven products,” she 
pointed out, “unless aroused by sony 
special dissatisfaction. Manufactur-. 
ers might better utilize their facilj. 
ties in research to discover new and 
varied uses for familiar products, 
than to follow their present tendency 
to constantly add to the multiplicity 
of new products.” 

She cited two specific examples of 
national advertisers who pursued the 
policy she advocated. Kraft cheese 
constantly pictures new applications 
of its products in appetizing, colorfu] 
advertisements, she said; and Bor. 
den’s Eagle Brand condensed milk 
has likewise consistently aroused the 
desire of consumers to use it in mak- 
ing desserts and other dishes. 

Other suggestions advanced by Mrs. 
Hendrickson included more rugged 
wrappers on packages; more com- 
plete facts on packages and in adver- 
tisements, and greater emphasis on 
flavor rather than looks. She also 
urged manufacturers and distribu- 
tors to make it possible for small re- 
tailers to buy advertised brands in 
smaller lots in order to answer con- 
sumer demand for well known prod- 
ucts which many small stores cannot 
afford to stock. 

Mrs. Hendrickson deplored the 
prevalence of contests, pointing out 
that “check-ups with stores. both 
large and small as well as individual 
consumers, show that the partici- 
pants are rarely customers; they are 
usually professional answerers or 
students, and the actual consumption 
of the product is not increased be- 
yond the continuance of the contest.” 
Regular purchasers of the product, 
she said, wonder why contests are 
necessary and often look about for 
substitutes. She recommended that 
contest outlays instead be applied to 
“slight reductions in prices to thrifty 
consumers who would buy in lots of 
12 or 24 as a result.” 

Charles Wesley Dunn, AGMA coun- 
sel, discussed the problem of anti- 
trust law revision, taking issue with 
some of the points raised previously 
by Attorney General Cummings, 
whose address is covered elsewhere 
in this issue. Mr. Dunn presented 
industry’s point of view and urged 
that any revision of federal anti-trust 
laws be preceded by competent and 


Na- | 
Gro- | 
cers, who operates his own store in 


impartial investigation. 
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: 7 3 pleton Fox, NBC actress, received 
R LOCAL COLOR DECORATES FURNACE STORY = =&§Johnson’s Wax tie best “one time” performance 
. H l ° e award for women. 
‘ TT ead inner in Bob Brown, NBC announcer for 
w + - Procter & Gamble Company’s dra- 
| ¢ Radio Awards matic serial, “The Story of Mary 
ae Marlin,” won the award for the best 
‘ r eeini dina iat Chicago announcer, while another 
i OF ADVERTISING . | Chicago, Nov. 29.—‘Fibber McGee | Procter & Gamble program, “Vie and 
q }and Molly,” sponsored by S. C. John-| Sade” shared in the awards through 
. son & Son, Racine, Wis., over Na-/a first prize to Paul Rhymer, author. 
: |}tional Broadcasting Company, Bret Morrison, announcer on Cam- 
New York, Dec. 2.—A 24-page | _through Needham, Louis & Brorby,|pana Sales Company’s “Grand Hotel” 
| yooklet which is both a catalog of | |Ine., was voted the best produced |jand “First Nighter.” dressed as Ro- 
, advertising helps and a manual for) |radio program emanating from Chi-|meo, and Barbara Luddy, star of 
: its use has been issued by America | | cago at a Radio Costume Ball at|‘First Nighter,” as Juliet, won prizes 
: Fore Insurance and Indemnity) ; se . ; , 'Medinah Club Saturday night. as the best costumed couple. 
S Group. Frank Ennis, advertising and | Novel treatment of Oklahoma's famed criminal catchers gives an prepa glrae | The award was interesting be- aaaiiin af tien tah aeeh te the 
! publicity director, said that assem-| to posters in the Cones _ bse woe ae eee ee product © ard | cause the ball and the balloting were | Radio Actors Fund of Chicago. 
: bling of available advertising helps eaver Pay. 9 ‘ = advertised as “by and for profes- 
in one book, together with directions : ] sionals.” It is hoped to make the |=————————>"=>="=>> 
‘ for their use and an explanation of| listed and illustrated on the follow- | catalog, supplemented by such helps | award more important each year un- 
how advertising can help an agent|/ing pages developed and produced/as window display posters, safety | tj) jt corresponds to the Academy RESEARCH MAN WANTED 
sell, has resulted in an awakened in-| especially for you,” says the preface,| material, blotters, newspaper mats,| award in the motion picture field. 
. terest among those who heretofore|“the cost would be far too high to) sales letters and calendars, and such’ jetty Winkler, star of the NBC If you have good experience and 
have looked with scorn on promo-/| warrant its use. auxiliary advertising as booklets,| dramatic serial, “Girl Alone,” spon-|] Proven ability in planning and direct- 
‘ tion. “Most of this material is offered) bridge scores, signs and advertising| sored by Kellogg Company, and a|]| '"9 Consumer inquiry work; if you can 
: While the booklet shows the nu-|to you free, but the fact that it is| display racks. recent addition to the McGee cast, Soy age ~ present results; if 
, merous direct mail and other pieces|free to you does not make it less| The place of each of these in the! was selected for the best dramatic = aa ‘ ed tame Oo tea ae 
; which are already available, it also| expensive or less valuable and if it| well rounded insurance agency ad-| work throughout the year, while phase of bl Poss elle oy Paar 
: offers the help of the America Fore|is used as a definite part of your! vertising program is explained. Hugh Studebaker, the Watson of the |] ing salary is of junior enneuites pro- 
‘ advertising department in solving| sales effort, you cannot fail to se- cenceeiaeinretensameateae McGee show, won the corresponding |] portions; the future ample for right 
' any special problem. A caution | cure results.” Mattison to Rudge’s award for males. man. If you really have the stuff to 
‘ against regarding the proffered ma-| The majority of insurance agents) | .wis Mattison has been appointed| _ Bill Thompson, Nick de Popolus of demonstrate, write in full detail. 
. terial as cheap because most of it is prefer direct mail advertising, the | assistant to R. L. Dothard, art di-| the McGee program, was voted the Neophytes not needed; do not waste 
. free is also given. booklet explains. A wide range of/rector of William E. Rudge’s Sons,| best one-time or “bit performance” time. Rng Regge weer A 
; “Were you to have the material| such material is offered in the new, New York printing company. actor in Chicago in 1937, and Tem- - Sere ee 
t ——————- — —_ —— — — —— = = — — —— — —— — — —— SS —— $$$ ———- —————— — — — = 
1 
] 
. ; ; ship of NORDHOFF & HALL, 
| The Story behind the Literary Partnership of 
. 
; 
) 
y 


Tas time, July, 1920. The place, a little Italian 
restaurant in Boston. Two young ex-service 
men are taking counsel with the editor of The 
! Atlantic. As members of the Lafayette Esca- 
drille they had written an immortal page in the 
history of aerial combat. Contributors to The 
Atlantic before the war, they had met by chance 

in the service. 
“Where can we find surroundings for peaceful 


—— a  S—lti(‘ 


et OTS at | I¢ ; 
‘selec il ay 


eee ; r . life and the opportunity to earn a living by 
ee , ft ¢ 3 Ps We writing?”’ Atlantic’s editor suggests Tahiti and 
: we ee projects the possibility of their forming a lit- 


erary partnership. And so is born the firm of 
Nordhoff and Hall. From the idyllic surround- 
ings of the South Seas comes the story of the 
Lafayette Escadrille, ‘‘Falcons of France,” and 
in 1932 that amazing reconstruction of tragedy 
on the high seas, “‘Mutiny on the Bounty.” To 
make sure of every detail, Atlantic’s editor en- 
listed for the writers the cooperation of the 
British Admiralty. The deck and rigging plan 
of H.M.S. Bounty, a scale model of the staunch 
little vessel, naval manuals, engravings, the 
actual confession of the mutineers at the famous 
trial, and innumerable source books were boxed 
up and sent to Tahiti. Thus after ten years in 
the South Seas, and after two years of hard 
writing, a supremely dramatic episode of British 
naval history is recaptured for all time by two 
Atlantic authors, Nordhoff and Hall. 


The Atlantic has helped young writers 
by the hundred along the way to literary 
competence. Its ability to attract the fore- 
most writers of fiction, the leading mould- 
ers of public opinion, and to present them 
each month in a balanced ration, is the best 
explanation of the sturdy, steady growth 
of this American institution. 


Atlantic 


MOST QUOTED PERIODICAL IN AMERICA 


New York - Chicago - Los Angeles - 


Scene from MGM production 
MUTINY ON THE BOUNTY 
starring Clark Gable and Charles Laughton with 
Franchot Tone. Original story by Nordhoff & Hall. 


Boston - San Francisco 


A GREAT EDITORIAL POLICY PROVIDES A GREAT ADVERTISING OPPORTUNITY 
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Texas Pegged Levy Too 
High; Lost Advertising 

To the Editor: No doubt you were 
pleased to hear that the municipal 
advertising tax amendment to the 
city charter, not to exceed 5 cents 
on the $100 assessed valuation, car- 
ried at the recent special election 
here and this tax can be levied for 
the next fiscal year. 

The state of Texas probably could 
have had a state advertising tax 
amendment to its constitution sub- 
mitted to the people this year, had 
the sponsors proposed the sum of 
$250,000 a year for five years—which 
is what we had urged—instead of in- 
creasing it to $1,000,000 annually for 
that period. Consequently, the leg- 
islature turned down the resolution 
and the state now has no fund for 
advertising purposes. 

FRANK G. HUNTRESS, 

President and General Manager, 

Express Publishing Company, 

San Antonio. 

vvwey 


Anti-Advertising Move 
Is No Idle Pipe Dream 


To the Editor: The Advertising 
Federation of America is doing some- 
thing about it. 

Counteracting the increasing men- 
ace of anti-advertising propaganda is 
the educational program of the Fed- 
eration. One item in this big pro- 
gram is the series titled “Industry 
Talks.” Broadcast from 230 radio 
stations and published in more than 
500 newspapers and periodicals, these 
constructive messages are helping 
millions towards straighter thinking 
about advertising and business in 
general. 

This series followed others pre- 
sented under the heading of “Short 
Talks on Advertising.” In clear and 
easily understandable form they pre- 
sent the social and economic values 
of advertising. These messages have 
all been heard and read by consum- 
ers and business men, teachers and 
students, in virtually every state and 
locality. 

This work must go on, and it must 
be intensified. It is a vitally neces- 
sary force protecting the interest of 


sound advertising and its effective- 
ness as a business aid. The move- 
ment, described in the News-Letter 


sent out by the Federation Oct. 18, 
to discredit and perhaps destroy le- 
gitimate advertising is no idle pipe 
dream. It is a real threat. 
YEORGE M. SiocuM, 
President, Advertising Federa- | 
tion of America. 
vgeey 


Sees Virtues in Canada 
Broadcast Regulations 


To the Editor: So much has been 
published recently about the new reg- 
ulations for broadcasting issued by 
the Canadian Broadcasting Corpora- 
tion and their possible adverse effect 
upon the use of radio by advertisers, 
that we thought you would be inter- 
ested in the views of a Canadian sta- 
tion. 

The three new broadcasting regula- 
tions of greatest interest to advertis- 
ers are those limiting the amount of | 
advertising content, the broadcasting | 
of news and the prohibition of price | 
mention, 

While to some the first may seem 
harsh, we suggest that in a_ 15- 
minute program, one and one-halt | 
minutes’ cleverly-written and prop- | 
erly-announced commercial copy is 
enough, except possibly in the case 
of contests, where the clarification 
of rules may take more time. But is 
this latter “advertising”? That is 
dependent on the station’s interpre- 
tation and we feel that a conscien- 
tious interpretation of this and other 
regulations will be fairly dealt with 
by CBC officials. 

So far as spot announcements go, 
the regulation concerning them lim- 
its a station to only two minutes for 
each broadcasting hour. For some 
time we have not allowed spot an- 
nouncements to be jammed_ too 
closely together, feeling this policy 
to be in the joint interests of our 
sponsors and listeners. This regula- 


tion really tends to bring stations 
generally up to this standard. 

As regards “price mention,” while 
it would be nice to have and would, 
in moderation, eliminate possibility 
of misleading statements, where 
“price advertising” is essential to 
the merchant, we have found that 
a spot broadcasting service can be 
furnished with almost equal value. 

For instance, when a local depart- 
ment store failed to receive results 
from a daily hour-length program, we 
suggested a series of spot announce- 
ments, five times daily, pointing at- 
tention to and building interest in 
outstanding bargains and items in 
the company’s newspaper advertise- 
ments. A three-month trial contract 
has been stretched into a 16-month 
success and is still going strong. To 
make these announcements more ef- 
fective, a permanent remote control 
set-up is installed in the store where 
the “spots” are personalized by be- 
ing announced by members of the 
store’s staff. 

And so, to advertisers who might 
have been scared off by “regulation 
bugaboos,” we suggest that as a me- 
dium, broadcasting in Canada is, for 
the most part, on a par with the 
industry in the United States. 

Reo. M. Daae, 

Commercial Manager, Station | 

CKWX, Vancouver, B. C. 


BALLOON FORERUNNER 
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Herbert Kaufman calls attention to this 
balloon" copy in a Fifteenth century 


illustration of 


Letters are welcome. 


"The Death 


tian." 


of a Chris- 


Ancient Balloon Is 
Clue Nothing’s New 


To the Editor: I thought 
would be interested in an early ver- 
sion of the “balloon” which I discov- 
ered in perusing a recent issue of 
Arts et Metiers Graphiques. This 
was probably the forerunner of to- 
day’s blurb idea and lends weight 
to the adage, “There is nothing new 
under the sun.” 

HERBERT KAUFMAN, 

Manager, General 
Ink Corporation, New 


Advertising 
Printing 
York. 
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Calls Fair Trade Laws 


Current Business Boon 
To the Editor: 
editorial in 


When I read your 
ADVERTISING AGE of Nov. 
29, I was rather surprised at the 
attitude which you take with refer- 
ence to the Fair Trade laws. 

The cut price evil had reached such 
enormous proportions before these 
laws were enacted that I thought 
every advertising man would wel- 
come a stabilization of prices which 
would permit the retail distributor 
to make a legitimate profit from the 
sale of advertised goods. 


The comparatively new use. of 
combination deals is detrimental to 
price stabilization. Technically it 


may not violate the Fair Trade law, 
but actually it is just another way 
of price cutting. Hence, the NARD 
should be congratulated in your oth- 


you | 


of the Advertiser 


4 This department is a reader’s forum. 


erwise admirable newspaper on the 
stand this organization has taken for 
bringing about sound distribution 
methods. 
F. E. Logs, 
Vice-President and General Man- 
ager, Seeck & Kade, Inc., New 
York. 


a ee, 
Has Plan for Equalizing 
of Outdoor Showings 
To the Editor: In a recent issue 
you reported fully the Outdoor Ad- 
vertising Association of America’s 
convention and at the time men- 
tioned a talk given by President Rex 
Bell regarding the laying out of 
poster showings on an equal basis. 


Here is a suggestion along this 
line: Make representative showings 


available to purchasers in the form 
of set packages, and by that I mean 
make it possible for the buyer to 
purchase from a plant owner, a rep- 
resentative poster showing, not sub- 
ject to change, except in real emer- 
gencies. This showing should contain 
a given number of panels, so laid 
out as to guarantee complete cover- 
age and average TAB-NAC circula- 
tion, at a given rate. 

There are two basic 
such a suggestion: 

1. To make poster panel adver- 


reasons for 


|tising an easier medium to buy. 


2. To make for more equality be- 


tween showings on the same plant. 

To-day, through the Traffic Audit 
Bureau, we do have definite infor- 
mation of circulation delivery in a 
representative showing of posters. 
We do have a standard by which we 
know that coverage of arteries in a 
given market is a positive fact. The 
TAB method has improved the av- 
erage poster plant to almost an ideal 
situation as to panel locations. Other- 
wise, circulation requirements could 
not be met. 

With these facts available, why 
hold on to the method of individual 
selections of panels? There is a 
tendency in that method of buying, 
to make for inequality among show- 
ings, some receiving more than the 
average circulation, some less. 

For example, let us select a hypo- 
thetical poster-plant with a total of 
2,500 panels and a_ representative 
showing of 100 panels, such a show- 


ing having an NAC circulation of 
750,000 per day. This plant would 
offer during any given month, 25 


representative showings, each a like 
package for purchase. Each would 
guarantee coverage and average Cir- 
culation. Inspection and count of 
panel locations would still be neces- 


jsary, but individual selection would 
‘be eliminated. 
Would the set package of poster | 


Well, let us see. 
The disadvantages to the average 


panels be practical is the next step? | 


poster salesman would be, first, prior | 


rights of some advertisers, due to 


length of use and consistency of use, | 


and second, the difference in 


cover: | 


age requirements of overalls, bread, | 


chewing gum, ete., to gasoline, 
tomobiles, ete. 

Are such disadvantages a 
factor? Prior rights not 


with poster advertising. 


au- 


serious 


is alone 


preferred advertisers. 
known to give the first 
certain consistent user of their space. 
But preferred advertisers are being 


A great per- | 
centage of newspapers have certain | 
Magazines are | 
right-hand | 
page following reading matter, to a’ 


eliminated gradually by- these media. | 


These accounts are still entitled to 
some consideration, but, eventually, 
must take their place on an equal 
basis with all other accounts. Why 
not face the fact that the small ac- 
count must be given an equal circula- 
tion chance? 

The difference in coverage required 


by different accounts doesn’t seem 
logical. You buy circulation. It can 


be obtained only in one way, by lit- 
erally having a representative show- 
ing on trafficked arteries. Unless this 
is followed, the showing cannot and 
will not produce satisfactory results. 
Therefore, I maintain that such dif- 
ference is a theory and is not an 
actual fact. Now the advantages: 


1. No buyer or group of buyers can 


possibly know intimately the traffic 
make-up of all markets. His repre- 
sentatives, although living in a mar- 
ket day to day, cannot in a great 
many instances be intimately famil- 
iar with such traffic flows. The plant 
owner must be relied on to set up 
his showings according to definite 
statistics and count on actual traffic 
flows. In a set package this would 
be guaranteed. 

2. Equality of circulation in each 
package. 

3. Ease of buying—a set package 
subject only to a checking count on 
the number of panels delivered. 

For years, poster men have said, 
“Our medium is too hard to buy.” 
TAB has somewhat lessened that 
problem. So, why not go the next 
step and sell “A Package of Poster 
Panels’? 

LARRY EVERLING, 

Richard A. Foley Advertising 

Agency, Inc., Philadelphia. 
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Color Is Trade-Mark 
For Glen Aden’s Coal 


To the Editor: We read with in- 
terest a letter in a recent issue of 
ADVERTISING AGE from E. A. Buescher, 
advertising manager of the Island 
Creek Coal Sales Company, Cincin- 
nati, telling of a plan to trade-mark 
its coal. 

We want to call to your attention 
as an additional pertinent point the 
fact that “blue coal,” product of the 
Glen Aden Coal Company and dis- 
tributed by the Delaware, Lacka- 
wanna & Western Coal Company, has 
been sprayed with a harmless blue 
tint for the past eight years, so that 
the consumer may easily recognize 
it as a product of the producers of 
America’s finest anthracite. 

Home owners are accustomed to 
ordering this coal by the “blue coal” 
name and look for the color on the 
coal when it is delivered. In our 
story to the consumer about the 
blueing process, we have gained 
broad response by explaining: 

“Do you wonder why the Glen 
Aden Coal Company has colored its 
products a harmless blue color? The 
reason is very simple and very im- 
portant. We purchase everything by 


a trade-mark. We buy a particular 
loaf of bread, because we know from 
the label it is the kind we like best. 
We buy a certain automobile, because 
the manufacturer’s name, right op 
the car, assures us it is the machine 
we want. 

“Naturally it is impossible to stamp 
a trade-mark on every lump of coal, 
or wrap each lump in a labeled pack. 
age. Yet coal is one of the most 
important purchases we make. The 
kind of coal we buy can mean the 
difference between health and sick. 
ness—warm, cozy, comfortable rooms 
and chill, draughty, uneven tempera- 
tures. It is vitally important to be 
sure that the coal we burn in our 
stoves and furnaces will give clean, 
steady, healthful heat all winter 
long. 

“So, for the protection of every 
home owner, Glen Aden Coal Com. 
pany has put this unmistakable 
trade-mark on its product. The blue 
color enables you to recognize it at 
a glance as the finest anthracite 
money can buy.” 

WILLIAM E. MALone, Jr., 

Assistant Advertising and Sales 

Promotion Manager, The Dela- 


ware, Lackawanna & Western 
Coal Company, New York. 
vey 


Hardware Mutual's 
Copy Pulls 16 Years 


To the Editor: The Sarasota Cham- 
ber of Commerce record for “long 
pull” copy as described in your Noy, 
22 issue, is challenged again. 

A card from one of our Automobile 
Insurance direct mail campaigns car- 
ried on in May, 1921, was mailed 
March 17, 1937, and received by our 
Boston office March 18, 1937, or 16 
years after the mailing. 

PAuL G. PARKINSON, 
Advertising Manager, Hardware 
Mutual Casualty Company, Ste- 
vens Point, Wis. 


PUBLISHERS 


we offer you a unique market analysis 
service—buying power, readership, ad- 
vertising effectiveness, etc. 


ARTHUR C. WEICK CO. 
20 W. Jackson Blvd. Chicago 


ance, year round. 


ig 


CROWDED WITH CARS 
eee AND BUSINESS 


The South’s automotive season is a continuous perform- 


In the Winter the tourists are here, 


spending plenty—and the home-folks are doing a lot of 
driving themselves, in the cars that make up 29% of the 


Ul. S. total. 


And with the new money, 


coming in from crops and 


constantly increasing industrial payrolls, there is plenty 
of business to be expected from the 20,000 Southern 
automotive jobbers, dealers. garages and service stations 


who read and study 


SOUTHERN 


AUTOMOTIVE 
JOURNAL 


They ll be in an exceptionally responsive mood for your 
sales story during the coming months—and throughout 
1938. 
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RETAILERS WANT 
ACTIVE PART IN 
BUILDING DRIVE 


NRDGA Leader Says Mer- 
chants Can Give Impetus 


New York, Dec. 1.—The present 
slackening in business pace calls for 
a united nation-wide housing cam- 
paign as the key to genuine economic 
progress and retailers must play a 
yital part in stimulating the drive, 
Saul Cohn, president of City Stores 
Company, and chairman of the 
housing committee of the National 
Retail Dry Goods Association, de- 
clared today. 

“For six years this country has 
been in general agreement with the 
view that a resumption of building 
on a wide scale would prove one of 
the most stimulating forces in re- 
habilitating business normalcy,” Mr. 
Cohn said, “yet in six years very 
little has been done in comparison 
with the needs of the population for 
wide-scale low-cost housing. The 
progress of the Federal Housing Ad- 
ministration can only represent a be- 
ginning.” 

The American merchant has a 
fundamental interest in re-housing, 
Mr. Cohn asserted and pointed out 
the fact that in any new campaign 
the retailer should be considered a 
primary element in achieving suc- 
cess, 

Cites Altruistic Motive 


“The National Retail Dry Goods 
Association has had a housing com- 
mittee actively interested in this 
subject for four years,” he said. 
“Through its influence, many mem- 
ber stores of the Association have 
worked to stimulate local housing 
activities by seeking the removal of 
abuses in home financing. The com- 
mittee kept stores alert to the op- 
portunities for distribution of home 


s°*|sales price. 


RAILWAY EXPRESS 
AGENCY, INC. 


Low cost. Real economy ... for the 
lastest way to ship—AIR EXPRESS. 
Nation-wide coverage. 2500 miles 
overnight—and there in the morn- 
ing. Direct also to Latin-America, 
Honolulu and the Far East. For 
“ervice, rates, schedules, phone any 
RAILWAY EXPRESS  office—and 
say “ATR EXPRESS Division!” 


EXPANDS MARKET 


123 wad 
is ; 


at a 


One Advertiser 
Cuts Minimums, 


Others Steady 


Chicago, Dec. 2.——New minimum 
prices representing slashes in the 


schedule were announced here today 
by Duart Sales Company, San Fran- 
cisco. No reason was assigned and 
the cut may have no general signifi- 
cance, since similar changes were ab- 
sent from new schedules filed by a 
number of other drug manufacturers 
operating under the Illinois Fair 
Trade Act. 

Duart’s Creme of Milk will be sold 
at a new minimum price of 39 cents 
for the two ounce size, compared to 
the old figure of 50 cents. The five 
ounce size, formerly priced at $1, now 
carries a minimum of 79 cents. Prices 
of some other Duart products were 
also reduced, though a few are un- 
changed. 


4 aE: 7 5 x # " 
FORTIFIED 


Apple Wine 


This copy in Oregon newspapers last 

week marked the opening of promotion 

of the newest apple by-product, a wine 

produced by Hood River Distillers, Inc., 
Portland. 


equipment under Title I of the Hous- 
ing Act. 
I am convinced that merchants gen- 
erally are interested in re-housing on 
a national scale, not only because it 
will extend the avenues of their 


business, but because they believe 
that it will, more than any other 
measure, contribute to the substan- 


tial reduction of our unemployed.” 
The NRDGA housing committee 


chairman said that he believed the 
plan advanced by his committee 
earlier in the year for individual 


store participation in housing activ- 
ities could well be applied in any 
new housing program. This mer- 
chant’s plan consists of the follow- 
ing six steps: 

1. Procure a housing inventory in- 
dicating the condition of present 
housing and the need for further 
housing in the particular area, 

2. Establish a permanent housing 
guild in the home furnishing depart- 
ment which will inform local resi- 
dents of the fundamentals of home 
ownership and home financing. 

3. Make persistent publicity to in- 
dicate the value of the store’s serv- 
ice to home owners or to home own- 
ers who desire to recondition their 
homes. 

4. Study the experience of trade- 
ins as a secondary market. 

5. Establish consistent tie-ins with 
responsible builders for the decora- 
tion of model homes. 

6. Assist in the formation of a 
building company with a capital ade- 
quate to take care of the need of 
those who are soundly able to buy 
and maintain a home. The company 
could be formed by a group consist- 
ing of local banks, mortgage compa- 
nies, construction companies, mate- 
rial manufacturers and merchants. 
The invested money would be a re- 
volving fund only and the company 
would get its money back through 
the cash payment made by the buyer 
and the sale, through financial insti- 
tutions in the group, of the mortgage 
given by the buyer. The present 
Federal Housing Administration long 
term mortgage, amortized monthly, 
would take care of 80 per cent of the 


“The success of this plan, of 
course, would be obtained only by 
giving the consumer something real 
for his building dollar,” Mr. Cohn 
asserted. “This could be done only 
by putting the job into the hands 
of strong construction companies 
and building a sufficient quantity of 
homes in each area to insure the 
benefits of volume purchasing of ma- 
terial and salvage in handling and 
assembling. These savings would 
pass on to the home buyer.” 


Pickering Joins Agency 
Baxter Pickering has been ap- 
pointed consultant and radio director 
of Cheltenham Advertising, New 


From personal experience} | 


Warner Expands List 
William R. Warner & Co., 


Trade Act. 


was rather slender. 


New 
York, have placed additional prod- 
ucts under the protection of the Fair 
The original price-pro- 
tected list filed by Warner last spring 


Free Beer if Deer 
Resembles Label 


Superior, Wis., Nov. 30.— 
Northern Brewing Company 
promoted an offer of three 
cases of beer this week to the 
hunter bagging a buck that 
looks most nearly like the 
buck on the company’s label. 
In addition, the brewery will 
present one case of beer to 
each of the first five deer 
brought to the brewery, and 
two cases to the hunter get- 


ting the largest buck and 
registering it with any of its 
dealers. 


parently has decided to establish 
minimum prices for its complete line. 

Five companies have come into the 
Illinois fair trade flock for the first 
time. They are Creomulsion Com- 
pany, Eastern Trading Company, 
Eye-Gene Company, F. & L. Labora- 
tories, and Healthaids, Inc. The 
recruits bring the total number of 
drug manufacturers operating under 
the Illinois law to 141. This is about 
the number which has filed price 
maintenance contracts in New York 


The company ap- 


State, indicating that the large ma- 


jority are adopting minimum prices 
as a definite policy. 


Doll to Valvoline 


Gus P. Doll has resigned as presi- 
dent of Corcoran-Brown Lamp Com- 
pany, Cincinnati, to join Valvoline 
Oil Company, Cincinnati, as presi- 
dent, succeeding Howard Edwards, 
new vice-chairman of the board. Mr. 
Doll has also resigned as president 
and director of Perma-Maid Com- 
pany, Inc., subsidiary of Electric 
Auto-Lite Company, and as director 
of United Lens Corporation, Detroit, 
and Canadian Motor Lamp Company, 
Windsor, Canada. 


“Desert Magazine” Bows 


The Desert Magazine started publi- 
cation with the November issue. Pub- 
lished by Randall Henderson and J. 
Wilson McKenney, El Centro, Cal., 
the magazine confines its editorial 
content to the Southwestern irrigated 
desert areas in Southern California, 
Arizona, New Mexico, Nevada and 
Utah. Fred Kraft, Jr., is advertising 
manager. 


Donelan Forms Agency 


James J. Donelan, vice-president 
and agency director of United Life 
Insurance Company, Salina, Kan., 
has resigned to open a_ general 
agency office. Elliott Belden succeeds 
him as agency director. 


York. 


farm lot... 


93 years ago. 


ity. So they did!.. 


Friendships like this develop’only by mingling on the 
especially in Indiana, so widely known 
for its diversified agriculture. 
siders are unwelcome without the proper introduction 
—a fact that the Indiana Farmers Guide appreciated 
Farmers Guide founders knew that if 
they were to serve either agriculture or advertisers 
throughout Indiana, it was essential that they make 
friends with every factor that entered into farm activ- 
. And still do! Editors give loyal 
attendance to farm meetings of every description. Cir- 
culation solicitors are active, respected citizens of their 
individual territories. 
staff, through periodic calls, know dealers, jobbers and 
manufacturers’ representatives by their first names. 
Sales outlets regularly receive Farm Trade Guide... 
a merchandising trade supplement that costs Guide 
advertisers nothing extra. And so on! 
sonally tell you the many other ways the Guide has 
influenced and developed the respected friendship of 
150,000 farm families in the Rich Indiana Territory. 
You will quickly see why an introduction through The 
Indiana Farmers Guide gives you the best entree into 
the inner circle of Indiana’s farm purchasers, 


And strangers or out- 


Members of. the advertising 


But let us per- 


Sndiana’s Only State Farm Paper 


INDIANA FARMERS 


Huntington, 


GUIDE 


Indiana 


Write for details on Indiana Farm Equip- 


ment Week. March 12 to 19, and the 
March 12 Farm Equipment Issue of the 
Guide . . . another of the series of well 
known Rural Auto and Equipment Shows 
and Rural Progress Sales Promotion Pro- 


grams originated and directed 


Indiana Farmers Guide since 1934. 


PUBLISHED 
CONTINUOUSLY 
SINCE 
1845 
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RICE LEADERS 
OF THE WORLD 
RISE RELATED 


Founder Pierces Mystery Veil 
on 25th Anniversary 


By Edward H. Everett 


New York, Dec. 2.—The Rice Lead- 
ers of the World Association, which 
this year is celebrating its 25th anni- 
versary, has sustained an unbroken 
record for the last 19 years of run- 
ning a full page advertisement in 
some daily newspaper at least once a 
week, Dr. Elwood E. Rice, LL.D., 
president and founder, revealed today 
in outlining the raison d'etre of his 


organization. 
In an interview with ADVERTISING 
AcE, Dr. Rice for the first time 


pierced much of the veil of mystery 
which has intrigued the advertising 
fraternity during the quarter century 
activity of this “personal” organiza- 
tion. 

Carefully pointing out that the as- 
sociation is not primarily concerned 
with advertising, Dr. Rice recalled 
the development of the idea leading 
to the association’s formation by way 
of explaining its role and function- 
ings today, which he declared have 
not changed since its inception. He 
related that as a successful young 
man in the electrical display busi- 
ness in Dayton, doing a business net- 
ting substantial profits, he had often 
felt constrained to cry out against 
the price-cutting, less-than-full meas- 
ure giving of companies with which 
he came in contact. On the positive 
side, however, Dr. Rice recalled, he 
had also done business with men 
whose codes were actuated by honor- 
able principles and whose statements 
were “as good as bond.” 


Needed Recognition Symbol 


If these men and their businesses 
could only be known to the world by 
some appropriate symbol or designa- 
tion, he reasoned at that time, it 
would be to their own good and that 
of business in general. The result of 
this thinking was that Mr. Rice gave 
up his business to make his life’s 
work that of supplying an emblem 


WHEN IS A 
LOW RATE 
HIGH? 


@ ANS.: When the advertising doesn't 
pay. @ But when the advertising does 
pay—any rate is low. @ The Family 
Circle rate is low to start with— 
$2,800 for a page reaching over 1,515,- 
ooo BUYING housewives! @ What's 
more—wasteless *’ point-of-sale’ circu- 
lation, result stories from advertisers, 
reader response records—all indicate 
how low this low rate really is! May 
we show you? 


DUAL USE 


Swank Products, Inc., is introducing this 
new belt and buckle gift package with 
added value gained from the fact that 
the package can be turned into an at- 


tractive memo pad. It is a Bakelite 
molded container. 


to companies he considered were 
paragons of business uprightness. 
Emphasizing the idea that compa- 
nies become members of the associa- 
tion only by invitation, he indicated 
that the process by which they were 
chosen involved the aid of more than 
65,000 ‘‘moral supporters” to whom 
letters were written setting forth the 
qualifications necessary for member- 
ship, and requesting the names of 
companies possessing these qualifica- 
tions in business. Beyond being pre- 
ponderantly recommended in the re- 
sponses received, the companies were 
further judged by whether or not they 
enjoyed an A-1 credit rating and 
whether they were management- 
owned. If they passed these tests, it 
was without question, Dr. Rice inti- 
mated, that they would measure up 
to the four pillars of “Honor, Qual- 
ity, Strength, and Service,” qualifi- 
cations and attributes on the heral- 
dic emblem of the association. 


None Ever Expelled 


Exact defining and standardizing 
of these qualifications have not been 
attempted by the association, which, 
according to Dr. Rice, has never once 
had to expel a company from mem- 
bership because it failed to live up 
to the association’s code of practices, 
although there have been instances 
of companies falling by the wayside 
owing to financial vicissitudes and to 
loss of identity through mergers and 
reorganizations. No company, how- 
ever, has ever been asked to resign 
because it practiced discriminatory 
pricing, or lowered the quality of 
goods manufactured, or because of 
poor industrial or public relations, 
Dr. Rice said. 

In response to questioning concern- 
ing the association’s stand upon 
present-day fair trade legislation and 
the ethical “policing” functions per- 
formed by some trade and other in- 
dustrial associations, Dr. Rice said 
that neither he nor the association 
had opinions regarding them and 
that they did not touch upon the do- 
main of the association. 

“You cannot legislate honor,” he 
commented. 

As to the services performed by the 
association for its members, Dr. Rice 
indicated that the greatest of them 
was the privilege of displaying the 
emblem in their offices and plants 
and having it stamped upon their 
stationery, catalogs and direct mail 
literature as well as upon containers 
and labels. Furthermore, the associ- 
ation sends out wall-size awards of 
merit, done in photogravure, to se- 
lected customers of members which 
are expected to be displayed in show 
rooms and to be of merchandising 
value. Reproductions of mural-like 
paintings are also furnished to mem- 
bers suitable, it was said, for hang- 
ing in executives’ offices or in the li- 


braries of their homes. In addition, 
(Continued on Page 23) 


of Commerce 


Chicago Journal 


Is relied on by Central West execu- 
tives—the men who control buying 
—as an essential business aid. 


Consumer Will 
Have Building 
at N. Y. Fair 


New York, Dec. 1.—The American 
consumer will have a special build- 
ing devoted to his interests at the 
New York World’s Fair in 1939, 
housing a display of all services now 
in existence which help him get the 
most for his money, Mrs. Bert W. 
Hendrickson, chairman of the Ad- 
visory Committee on Consumer In- 
terests, announced today. 

The “Consumer Interests Build- 
ing” will occupy a site near the 
Theme Center in the exhibit zone on 
a plot of 84,000 square feet. It will 
contain display space of 37,000 square 
feet. 


To Educate Consumer 


“I believe the Consumer Interests 
Building represents the greatest op- 
portunity to show 50,000,000 people 
what is being done and what may 
be done to help them get full value 
for their money,” Mrs. Hendrickson 
said. “It is our hope, through the 
committee, the building and exhibits, 
to tell the whole consumer story 
and educate the consumer as to pos- 
sibilities in this field for the future, 
thus maintaining the theme of the 


— | 


ASSOCIATION OF AMERICAN RAILROADS 


The Association of American Railroads’ 
institutional campaign is broadening its 
message with use of the reverse sides of 
menus. This copy is presented on the 
diners of the New York, New Haven & 
Hartford Railroad Company. 


Fair—‘Building the World of Tomor- 
row’.”’ 
| Jt was revealed that an interest- 


ing feature of the exhibit will be a 
“consumer’s taste questionnaire” 
Dr. Paul Lazarsfeld, University of 
Newark economist, is in charge of 
drafting the questions which will be 
submitted to all exhibit visitors. 

“In preparing the questionnaire | 
shall attempt to have it fall into 
three divisions,’ Dr. Lazarsfeld said, 
“First, to give concrete examples of 
purchases with which the consumer 
has been greatly pleased or obviously 
cheated. Second, to list the kind of 
protection that is being given ang 
have the consumer check the oneg 
in which he has confidence. And 
third, to list the various commodities 
and have the consumer indicate 
where he would like more protec. 
tion. This questionnaire will thep 
be a study in attitude, knowledge and 
experience.” 


New Art Studio 


Mrs. Louise Robinson, for the past 
two years in charge of local adver. 
tising for Wieboldt’s department 
store, Evanston, IIll., has opened a 
commercial art studio in the Pure 
Oil bldg., Chicago. 


Roos Promoted 


Edwin G. Roos, formerly general 
sales manager, has been appointed 
vice-president in charge of sales of 
Certain-teed Products Corporation, 
St. Louis. 


Decem 


Pot 
Ma 
Cl 


Chica 
has res 
manage 
Comme: 
and ge 
MacDo! 
N. Mic 
name ¢ 
changer 

Mr. I 
nal of ¢ 
paper’s 
has be 
automo 
to join 
he was 
of the 
motion 
Ward's 
ecutive 
Indust: 
nated 
exhibit 
came t 
he was 
worth- 
nish n 

Mac] 
in 193¢ 


—————— 


. as 


ii we ie 
~s oh, Selene. . 


sand, a hundred thousand, or 
million consumers through the 
Angeles Sunday Examiner 
through any other newspaper 
combination of newspapers 
Southern California! 


| 
| 
| 


i emantel National 


Southern California 


It costs less to tell it to a thou- 
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CALIFORNIA'S 


In California they breed pigskin warriors 


big, tough, fast and smart! Their ability is 
attested by the fact year after year finds one 


or more of them ensconced in football’s Hall 


California also has a pair of newspapers 
that rank high on any team of All-Ameri- 
cans ever selected by an impartial jury of 


result-demanding, cost-checking advertis- 


In SOUTHERN CALIFORNIA there 
is the mighty LOS ANGELES SUNDAY 
EXAMINER —the fastest, hardest-hitting, 
sales-producing medium this market has 


ever known! Scoring more than 551,000 


reader-family contacts in the vast territory 


it covers—a circulation total that swamps its 


nearest competitor by more than 208,000. 


Then booting home the extra point of lowest 


a 


or 
in 


than 5c per line! 


XAM 


advertising cost by giving this plus 208,000 


circulation for a mere additional cost of less 


INER 


SALES MASTER OF AMERICA'S FOURTH RETAIL MARKET 


HEARST 


INTERNATIONAL 
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said, Chicago, Dec. 2.—Robert E. Potter 

S of has resigned as national advertising 

imer manager of the Chicago Journal of 

usly commerce to become vice-president 

d of and general manager of Arthur R. 

and MacDonald, Inc., with offices at 230 

oneg N. Michigan avenue, Chicago. The 

And name of the organization has been 

ities changed to MacDonald-Potter, Inc. 

Cate Mr. Potter joined the Chicago Jour- 

tec. nal of Commerce in 1931 to direct the 

then paper’s national advertising sales. He 

and has been particularly active in the 
automotive and accessory fields. Prior 
to joining the Journal of Commerce, 
he was Western advertising manager 
of the United States News, sales pro- 

Past motion manager of Montgomery 

iver. Ward’s chain store division and ex- 

“Y- ecutive head of the Associated Fur 

da 

Pure Industries, Chicago, where he origi- 
nated the million dollar fur fashion 
exhibit, utilizing theatrical talent. He 
came to Chicago from Boston, where 
he was advertising manager of Wads- 

eral worth-Howland & Co., paint and var- 

nted nish manufacturer. 

hae MacDonald-Potter, Inc., was founded 


in 1930 by Arthur R. MacDonald, well 


AGENCY HEADS 


Robert E. Potter (right), who resigned 
as national advertising manager of the 
Chicago Journal of Commerce to join 
Arthur R. MacDonald (left), in the Chi- 
cago agency of MacDonald-Potter, Inc. 


known as an advertising and public 
relations consu’tant and as a writer 
and speaker on business and finan- 
cial subjects. After six years of con- 
sulting work, the organization was 
incorporated early this year as an 
advertising agency. Mr. MacDonald 
continues as president of the com- 
pany. 


New Kelvinator Contest 


For the best 50 words of comment 
on what the trade thinks about the 
1938 Kelvinator line, Kelvinator Di- 
vision of Nash-Kelvinator Corpora- 
tion, Detroit, will award $5,000. The 
contest is open to all members of the 


electrical appliance industry. 


RICE LEADERS 
OF THE WORLD 
RISE RELATED 


(Continued from Page 22) 


elaborate pamphlets containing ex- 
cerpts and abstracts from the bro- 
chures on “Standards of Business” 
written by Dr. Rice in 1914 and re- 
issued in 1924 are furnished to mem- 
bers for distribution to clients and 
prospects. 


Material Supplied at Cost 


All of this material, he said, is fur- 
nished to members practically at cost, 
with no effort being made by the as- 
sociation to earn a profit from the 
service. As to the advertisements, 
which are published as a rule in 
morning newspapers in order, he 
said, to gain the attention of busi- 
ness men on their way to work, and 
in cities in which member companies 
are located or are doing or wish to 
do business, Dr. Rice said that thou- 
sands of reprints are frequently sup- 
plied to members and that their dis- 
tribution was often considered to be 


eTs 
Tl- No other newspaper or 
combination of newspapers 
published in Northern Cali- 
f fornia contacts as many fam- 
0 ilies at such low cost per 
family as does the San Fran- 
e cisco Sunday Examiner! 
“1S- 
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Northern California yy 
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ALL-AMERICANS 
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In NORTHERN CALIFORNIA the SAN FRANCISCO SUNDAY EXAM- 
INER carries the ball . . . and bucks merchandise quotas over the top so fast, sales 
managers can scarcely believe their eyes. This advertising power-house crosses the 


tront-door goal line of more than 433,000 families—actually 239,861 family con- 


tacts beyond tackling distance by its nearest competitor. Then stops advertising rate 


combination of newspapers published in this area can match! 


‘ Zuwcier FX AMINER 


OF NORTHERN CALIFORNIA 
ADVERTISING SERVICE, Rodney E. Boone, General Manager 
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This magazine copy is the first of a 
series of favorite flowers of famous peo- 
ple to be presented in an expanded 
1938 campaign for Black Leaf 40 insec- 
ticide by Tobacco By-Products & Chem- 
ical Corporation, Louisville, Ky. 


of equal importance and value by 
the members as were the advertise- 
ments as originally published. 

In a recent advertisement in the 
Philadelphia Inquirer, the claim was 
made that the “progressive manufac- 
turing organizations which are mem- 
bers of the Rice Leaders of the World 
Association are successful because 
they focus their entire thought and 
energy upon the manufacture and 
sale of dependable products.” In each 
of these companies, the advertise- 
ment stated, “there is that close co- 
operation between departments—that 
good teamwork between executives 
and employes—which promotes effi- 
ciency to the highest degree.” The 
association itself, the copy asserts, 
“is a concentrated effort to place 
business dealings upon a_ higher 
plane,” with members individually 
and collectively taking part. In so 
doing “they display the Association 
Emblem as an evidence of co-opera- 
tion—an outward and visible sign 
that they believe in and practice the 
basic principles which the Emblem 
sets forth.” 

Forty-two companies are currently 
listed as members and these include 
several organizations which have 
been identified with the association 
over a period of years, as, for exam- 
ple, the Gruen Watchmakers Guild, 
Cincinnati; C. F. Rump & Sons, Inc., 
Philadelphia; and the Tubular Rivet 
& Stud Company, Boston. <A peak 
in membership was recorded in Oc- 
tober, 1921, when copy in the New 
York Times listed 73 companies as 
contrasted to 53 given as members in 
a similar advertisement in the Times 
in September of the previous year. 
By April, 1924, as recorded in an ad- 
vertisement in the Cleveland Plain 
Dealer, the total had dropped to 66, 
and in December, 1927, to 51. In 
copy in the Milwaukee Sentinel for 
Dec. 9, 1935, as few as 40 companies 
were listed as members. Although 
the same number, with deletions and 
additions, comprised the roster as 
printed in May of this year, by No- 
vember the list had been altered by 
the addition of eight new member 
companies and the subtraction of six 
companies, to bring the net total 
to 42. 


Describes Membership Changes 


In accounting for changes in mem- 
bership, Dr. Rice mentioned mergers, 
reorganizations and the normal mor- 
tality among companies as important 
factors, and added that depressions 
affected the association the same as 
they affect all business. In fact, he 
said, the regular advertising schedule 
was maintained during the recent de- 
pression only by digging deep into 
association reserves while member- 
ship fell off substantially during the 
period. Although he declared that he 


had never computed the average 
length of time for companies to main- 
tain their membership in the associ- 
ation, he pointed out that normally 
the services rendered them were of 
such a character that they could not 
be easily repeated and it is natural, 
therefore, for companies to relinquish 
their membership after a few years. 
On the other hand, there are in- 
stances of companies which remained 
in good standing for 12 or more years, 
he said. 


Membership Limited 


The association limits its member- 
ship to one company to an industry, 
Dr. Rice said, and because of its ex- 
clusiveness does not appreciate in- 
quiries regarding membership result- 
ing from the publication of its 
advertisements in the papers. Further- 
more, in the matter of personal pub- 
licity, Dr. Rice asserted that in the 
course of his traveling to visit mem- 
ber companies, he is invariably 
swamped with requests for inter- 
views which he is forced to turn down 
in order to have sufficient time to de- 
vote to his work. 

It was made clearly evident that 
the organization does not seek pub- 
licity, even though it has been built 
up apparently upon the personality 
of its president, who, in explaining 
its workings, was constrained to tell 
its story in terms of personal narra- 
tive. One fruit of this policy is the 
lack of definite available information 
regarding the performance and resul- 
tant benefits of the association, since 
no detailed report of them has ever 
been made public. Furthermore, in- 
asmuch as the organization is not a 
corporation, it is not necessary for 
an annual report and financial record 
to be made public. 


Has Honorary Degree 


Approximately 58 years old, with 
greying hair carefully brushed and 
rather formally attired, Dr. Rice gave 
as his particular sources of gratifica- 
tion from his efforts the action, taken 
some years ago, of Ursinus College, 
Collegeville, Pa., and of Heidelberg 
College, Tiffin, O., in conferring upon 
him the honorary degree of doctor of 
laws, and the warm and lasting 
friendships made with owners of en- 
terprises noted for their fair dealings. 

Friend Advertising Agency is ad- 
vertising counsel for the association. 


On Lithographed Letterheads! 


first impressions are becoming more and more 
important. 


investment. Yet, there is no need to pay a 
high price for a modern, well designed letter- 
head, in fact we offer you prices that challenge 
samples and our price-list and see for yourself 


learned that it pays to order from Universal. 
Write today! 


the Portfolio will go forward to you FREE 
and without obligation. 


Universal Litho & Stationery Co. 
4317 Diversey Ave. Chicago, Ill. 


In today’s rapidly changing business world 


That is one reason why a well 
designed Lithographed Letterhead is a superb 


comparison! Send for our newest Portfolio of 
why alert buyers all over the nation have 


Or attach this advertisement to 
your business letterhead and mail it to us— 


TORONTO 


MONTREAL 


WINNIPEG 
LONDON, Eng 


3 J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA 
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etable stores are advised what items 


Retailers and will be featured in the newspaper 

‘ copy so that they can prepare their 

Brokers Unite displays accordingly. Stores are also 
in Fruit Drive ‘vine the slogan: 


supplied with window streamers car- 

“Use More Fresh 
'Fruits and Vegetables for Better 
Health.” 

Milwaukee, Dec. 1—In a campaign | Wholesale companies sponsoring the 
to make local housewives fresh fruit | campaign with the retailers are iden- 
and vegetable conscious, approxi-|tified by large posters. They include 
mately 2,000 retailers have launched |the Busalacchi Banana Company, 
an unusual co-operative advertising |Falk-Anderson Company, the Fietzner 
campaign with 21 brokers in this |Company, J. O. Franklin & Sons Com- 
area, using newspapers and radio. |pany, I. Gagliano, Inc., E. R. Godfrey 

Newspaper copy in addition tocall-|& Sons Company, Morris Goldman, 
ing attention to the thrice weekly ra- |Inc., Max Harwitz & Co., Charles F. 
dio program aired from 9:45 to 10|Johnson & Son, Inec., Marean Brok- 
a. m. each Monday, Wednesday and erage Company, Market Produce Com- 
Friday over WISN, features a par-|pany, C. H. Robinson Company, J. 
ticular fruit or vegetable. The radio |Seefeld & Sons, Inc., Frank Spicuzza 
program, presided over by Mary Ann|& Sons Company and Van Engel 
LeMay under the radio name of Ann | Commission Company. 

Leslie, offers helpful hints to house- Keynote of the campaign is “Go to 
wives on beauty, exercise, diets, and!your neighborhood grocer or fruit 
household subjects. and vegetable store.” 

Participating grocery, fruit and veg- 


Mailing Service 


Multigraphed letters filled-in equal 
to individually typewritten ones. 
ADDRESSING-MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


44¢ So. Dearborn &t., Wabash 8655 
CHICAGO 


Rosenberg to Neva-Wet 


Louis Rosenberg, formerly adver- 
tising director of Saks-Fifth Avenue, 
Saks-Thirty-Fourth Street and Op- 
penheim Collins, New York depart- 
ment stores, has joined the promo- 
tional and advertising division of the 
Neva-Wet Corporation of America, 
New York. 


a 


eee) 


MAKING A BIG JOX 


RAISE PROGRAM 
LEVELS, PAYNE 
SAYS TO RADIO 


Views Given to Educational 
Conclave 


Chicago, Dec. 1.—An elevation of 
radio program standards to match 
technical standards in broadcasting 
was set forth today by George H. 
Payne, of the Federal Communica- 
tions Commission, as the most vital 
problem confronting the broadcast- 
ing industry. Commissioner Payne 
gave this conclusion at the National 
Conference on Educational Broad- 
casting here this week while Lamb- 
din Kay, general manager of Sta- 
tions WSB and WAGA, Atlanta, 
pointed along the same lines to ef- 
forts of broadcasters, aided by ad- 
vertisers, to achieve this end. 

Illness prevented Commissioner 
Payne’s attendance in person but his 
views were read by Howard Evans, 


y 


& Equipment to fit the job makes 
short work —and lighter work of 
even the toughest assignments. 
And, because Station WTIC is a 
perfect fit for its job, it makes the 
business of reaching the Southern 
New England market not only easier 
but a lot more profitable for ad- 
vertisers. 


All of Connecticut and big sections 
of Western Massachusetts, Eastern 
New York and Vermont and New 
Hampshire are included in WTIC’s 
primary and secondary coverage 
areas. This includes about 4,000,000 
people — who rank, according to 
government figures, 15‘; above the 
national average in spendable in- 
come. They use this extra income 
toaccount for 23°7, more retail sales 
and 50‘, more food sales per capita 
than the country at large. 


The way WTIC fits their listening 
habits is shown by Ross Federal’s 
thorough check of these families. 
This survey found that at any given 
time 60.72‘; of these people can be 
expected to listen to WTIC — while 
only 24.37, listen to the next most 
popular station. This 149°; greater 
coverage in the Hartford market is 
proving a mighty good buy in the 
experience of other national adver- 


tisers. It can prove profitable for 
you, too! 


Write today for our new 32 page 
brochure giving full details on 
the Ross Federal Survey and 
facts about the WTIC billion 
dollar market. 


wric 


Paul W. Morency, General Manager 


Chicago Detroit 


$0,000 WATTS 
HARTFORD, CONN. 


The Travelers Broadcasting Service Corporation @ Member NBC Red Network and Yankee Network 
James F. Clancy, Business Manager 


National Representatives: Weed & Company 
New York 


VISIBILITY 


—— - 


is Heisler ee te OORT ARLE expan 


This new display for Forstner Expansion 
Belts, created by A. W. Lewin Company, 
Newark, features containers in varied 
colors with die-cut windows giving effec- 
tive product visibility. 


executive secretary of the National 
Committee on Radio and Education. 
As a method for securing and 
holding higher standards in broad- 
casting, Commissioner Payne recom- 
mended that broadcasters continue 
to be required periodically to ac- 
count for their stewardship, which 
was interpreted as expressing the 
commissioner’s opposition to exten- 
sion of the license renewal period. 
“If he has not met the standards 
set,’ Commissioner Payne suggest- 
ed, “the frequency he enjoys should 
be thrown into the public domain 
and made available for assignment 
to those who can and will meet pro- 
gram standards.” The Commission- 
er did not detail these proposed 
standards, although he emphasized 
that they were more important than 
technical standards. Technical stand- 
ards, he pointed out, are only a 
means to an end, while programs are 
an end in themselves. 


Hints at Legislation 


A word of warning to the industry 
was voiced by the Commissioner in 
his comment, “I hope that all this 
can be done by the Federal Commu- 
nications Commissions under the ex- 
isting law. If it cannot, then fur- 
ther legislation may be necessary.” 

Commissioner Payne criticized the 
practice of aiming programs at a 
listener intelligence equal to that of 
12-year olds. 

“It is important,” he asserted, “to 
raise this average to the adult age; 
otherwise there is danger that radio 
will in time make us a nation of 
grown-up children.” 

Mr. Kay, associated with the At- 
lanta stations since the early days 
of broadcasting, likewise admitted 
the problems confronting broadcast- 
ing and the justified criticism it has 
received. 

Offsetting this, he pointed out, 
were the advances made by the in- 
dustry in a comparatively brief pe- 
riod. In its 16 years, he remarked, 
radio has finally turned out the “pro- 
fessional broadcaster, a type that 
knows more about broadcasting than 
anybody else on earth.” 


Broadcaster “On the Spot” 


“Assumption of these virtues,” he 
pointed out, “puts the modern 
broadcaster on the spot. More is 
expected of him and should be.” 

The periodical accounting suggest- 
ed by Commissioner Payne was also 
commended by Mr. Kay. “The 
modern broadcaster,” he said, “faces 
a stricter accountability as to his 
motives and capabilities. I think he 
is making the grade.” To the edu- 
cators, he said: 

“Don’t clog up our precious hours 
with dull and fruitless efforts to 
teach somebody some unimportant 
thing. Let American broadcasters 
advertise the glories and the pleas- 
ures and the advantages and the 
benefits and rewards of this job— 
and it won’t cost you a dime.” 

Mr. Kay paid tribute to the aid 
given broadcasting by advertising 
and to the work of the FCC in help- 


San Francisco 


ing the industry to overcome many 
|diffeult problems. 


| Advertising Raises Standard 


Early radio programs, he recalled, 
advertised, without direct payment, 
communities, climatic allurements, 
industrial, commercial and agricul- 
tural opportunities of various 
regions. 

“Therefore,” he added, “it came 
about that we began to supplement 
this free advertising in the public 


y| DECALCOMANIA 


interest by paid advertising tha 
permitted us to build increasing}y 
higher standard of programs, to de. 
velop and put into action the jp. 
proved types of apparatus that are 
now a necessity in serving the 
public.” 

The FCC, Mr. Kay said, has avojg. 
ed a little recognized peril, that of 
the breaking down of channels gery. 
ing that great mass of listeners jy 
the rural areas who need radio mogt. 

“This,” he concluded, “is an oni. 
nously real and pressing peril grow. 
ing out of the obvious commercia! 
desirability of slicing the few aye. 
nues of high power into thin lanes 
of low power, then spotting them jy 
populous centers where advertising 
revenue is more abundant.” 


P. O. Bans Laminated 


Magazine Covers 


The Third Assistant Postmaster 
General, division of classification, has 
ruled that magazines and periodicals 
entered as second class matter may 
not mail editions which have a lani. 
nated cellophane or similar cover at 
the second class rates. 

“The preparation of covers with a 
paper base to which a sheet of cello. 
phane has been attached, for the 
copies of publications entered as see. 
ond class matter, is not permissible 
under the law,” the ruling says, de. 
claring that “such publications must 
be formed of ‘printed paper sheets,’ 
cellophane not being paper within the 
generally understood meaning of that 
term as used in the law.” 


Joins “Business Week” 


C. W. Crandall has joined the ad- 
vertising staff of Business Week as 
representative in Detroit, eastern 
Michigan and western Ohio. He was 
formerly with the Chilton Company 
in Detroit. 


Two Join CBS 


Columbia Broadcasting System, 
Inc., New York, has added two op- 
tional stations, WMFG, Hibbing, 


Minn., and WHLB, Virginia, Minn. 
which can be used in conjunction 
with KDAL, CBS station in Duluth. 


LAY-TITE 


TRANSFERS 


*‘Laying ’em Low!”’ 


LAY-TITE decals are “lay- 
ing ‘em low” with new styl- 
ing, new brilliance, new 
richness and depth of color! 
A KNOCKOUT PREMIUM 
for home decoration 

beautiful designs easily 
transferred to walls, chairs, 
beds, cupboards, etc. We 
create what you need. 


We make all types of decals 
for trucks, industrial prod- 
ucts, toys, etc. TEN-DAY 
TO TWO-WEEK DELIVERY. 
Let us solve your decal 
problems . at a saving! 
Write us today! 


For Christmas gifts, “Cutie- 
nudie decal” 10 oz. highball 
or beer glasses—set of six 
—$1.50 postpaid. Send your 
check and Christmas list for 
Christmas delivery. 


Set of six nude double 
decals for highball, beer 
and cocktail glasses 50c per 
set postpaid. 


Address all communications: 


The Lay-Tite Division of 
G. H. ROBINSON CO. 


mee) §=1455 S. MICHIGAN AVE. 
| CHICAGO, ILLINOIS 
Tel. Cal. 5211 
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ADVERTISING AGE 


WILSON HELPS 
MORE LOST DOGS 
TO RETURN HOME 


Chicago, Dee. 2.—Dog food mer- 
chandisers are in agreement as to 
the dual market at which the product 
ig aimed, that it’s bought by the 
master and consumed by the dog, but 
it has been the job of Wilson & Co., 
on behalf of Ideal dog food, to trans- 
orm the sad, and frequent occasions 
of the separation of these companions 
nto a successful merchandising and 
good will venture. 

That it has been a successful ven- 
ture was confirmed today by Don 
smith, advertising manager for Wil- 
son, who disclosed that the Ideal 
“Lost Dog Directory” has been ex- 
tended to the Atlanta Sunday Ameri- 
can and that dog owners and dogs in 
other cities might soon have the bene- 
fit of this feaure which has appeared 
locally for some time in the Chicago 
Evening American. 

The practical worth of the venture 
is easily apparent. A dog owner, sans 
dog, usually feels pretty low. Besides 
that. he’s definitely out of the market 
for any sort of dog food. His dog, 
on the other hand, having strayed 
from the domestic hearth is likely 
as not to fall into the worst kind 
of company. Regardless of the temp- 
tations Which may lure a canine into 
the wide open spaces, he soon finds 
that the march of civilization, par- 
ticularly in urban centers, makes it 
dificult to secure wild game. Even- 
tually, the dog is driven to picking 
ip alley scraps and garbage can ref- 


use, To a previously well fed dog, | 


this becomes onerous in a very short 
time. Besides that, 
low, too, because he knows he’s lost. 


he feels pretty | 


To remedy this unhappy situation, | 


the Ideal “Lost Dog Directory” was 
launched weekly in the classified col- 
umn of the American, near the reg- 
ilar lost and found column. Institu- 
tional in nature, it uses but a few 
ines of copy to identify sponsor and 
product. 

Owners of lost dogs are informed 
that they may list, without charge, a 
description of their missing pets in 
the directory. Finders of stray pets 
are also offered free space. 

Since the feature was initiated, 
Mr. Smith said that the company had 
eceived a heavy volume of letters 
from dog owners who had_ been 
helped to recover their pets. Actual 
tabulations have not been kept as 
ithe number of dogs recovered, nor 
the company plan any testi- 
lonial use of these letters. Humane 
societies, Mr. Smith added, have also 
expressed approval of the idea. | 


Baker to OAI 


William P. Baker, formerly on the 
sales staff of The American Weekly, 
las joined Outdoor Advertising, Inc., 
New York, as sales representative. 


oes 


True Story Deluged 
with Requests 
for New Book 


New York, Dee. 6.—That more 
‘han 100 letters per day are 
veing received by True Story 


Magazine, from prominent advertis- 
ig executives all over the country 
‘t response to the offer of a new 
»ook described as an advertising 
Nan’s guide to the reactions of the 
Nass mind, was revealed last week 
‘nthe New York offices of that pub- 
‘cation, This brings the total num- 
ber Ot these books now in use, as 
‘lds in the preparation of advertis- 
mg. to 4,012. 

“How to Get People Excited” is 
‘the human interest textbook in 
Which True Story’s editors, having 
‘chieved the largest voluntary read- 
*“'ship in the history of the printed 
‘ord, attempt to translate editorial 
“Xperience into advertising tech- 
Nique, 

You can have a copy of this new 
‘tudy if it is part of your job to 
dge or prepare advertising. Read 
True Story’s advertisement on this 
‘ase ior more detailed information. 

(Advertisement) 


Provision Company to 
Sponsor Kitchen Series 


“The American Kitchen,” a series 
of 39 transcribed home economics 
programs, will be launched Jan. 2 by 
Gillham Advertising Agency, Salt 
Lake City, on an intermountain net- 
work for American Packing & Provi- 
sion Company, Ogden, Utah. 

Agnes White and Martha Lane will 
be featured. Mertens & Price, Inc., 
Los Angeles, is producing the show. 


Account to Chirurg 
The Lacquerwax Company, Hart- 
ford, Conn., manufacturer of liquid 
automobile wax and cleaner, has ap- 
pointed James Thomas Chirurg Com- 


ing. Magazines will be used. 


| are 


Canadian Farm | 
Papers Report 
Lineage Gains 


Toronto, Ont., 
commercial display lineage were reg- 
istered by three of five Canadian farm | weekly 
publications reporting monthly totals | scheduled 13,808 lines, a drop of 37.3 
to ADVERTISING AGE. 

These publications, with their line- | 
age for 1937 and 1936, respectively, | however, appeared five times in 1936 
as follows: 


Nov. 30.—Gains in 


Family Herald and 


| Weekly Star (October), Eastern edi- | 


tion, 40,997, a gain of 12.2 
jover 36, 


- 


0 


per cent | 
28; Western edition, 30,077, | 


177, an increase of 6.4 per cent over 
61,230, and The Farmer Magazine 
(November), 13,381, an increase of 
6.2 per cent over 12,593. 

The Country Guide and Nor’ 
West Farmer scheduled 14,126 lines 
of commercial display for November, 
a 24.1 per cent decline from the 18,596 
lines reported for the month last 
year. The Western Producer, a 
reporting October lineage, 


| 


per cent from the 21,994 lines in Oc- | 


tober, 1936. The latter publication, 


and but four this year. 


Prelle Adds Photography 


| The F. W. Prelle Company, Hart- 
pany, Boston, to direct its advertis-|a gain of 9 per cent over 27,572; Free | ford, Conn., has established a photo- 


| Press Prairie Farmer (October), 65,- | graphic department. 


Buschagen Advanced 


A. M. Buschagen has been named 
manager of National Classified Ad- 
vertising Agency, Youngstown, O., 
succeeding Leo J. Nurrenbrock who 
has joined the Pittsburgh Institute of 
Aeronautics. Mr. Buschagen has 
been secretary and treasurer of the 


agency since it was organized three 


years ago. 


Two Appoint Weed 

WLAW, Lawrence, Mass., and 
WLNH, Laconia, N. H., have an- 
nounced the appointment of Weed & 
Co., New York, as national represen- 
tative. WLAW is owned and oper- 
ated by Hildreth & Rogers Company, 
publishers of the Lawrence Eagle 
and Tribune, and WLNH is owned by 
the Northern Broadcasting Company. 


Which Pulled Mtost MAILr 


TRUE STORY’S EDITORS, FOR TWO DECADES HUMAN INTEREST MERCHANTS ANALYZE THE MASS MIND 


Which of these two True Story characters do you think aroused most in- 
terest in the minds of True Story’s 2,200,000 families—the perplexed 
widow who could not reconcile her daughter to her remarriage—or the 
veteran whose soldier’s bonus gave him a yen to travel despite the 


contrary wishes 


of his wife? 


IN WHAT ORDER 
RANK THESE APPEALS? 


hn 


WOULD YOU 


HE WAGE EARNER is a person of consequence. Individually 
perhaps you may not know him, but collectively, he is the most im- 
portant American. He buys the soap chips and elects the presidents. 

Of all major magazines only one focuses its editorial eye, and ac- 
cordingly concentrates its circulation, within his circle—True Story. And 
‘True Story’s intimate association with this most important of all consumers, 
for the past twenty years, has made it necessary for its editors to know and 
understand his buying and thinking habits. 

Advertising men know ‘True Story to be a source of authentic economic 
data on these Wage Earners. Now True Story begins to reveal some of its 
sociological and psychological information about them. 

First step has been the publication of ‘‘How To Get People Excited’’, 
a human interest textbook. Used thoughtfully, it may prove to be an answer 
to the advertising executives prayer for a dependable guide to advertising 
reactions of the mass mind. The coupon at the right bringsit without obligation. 

Proof of True Story’s reader influence lies in its consistently great record 
of newsstand sales. The three and a half million dollars in nickels and dimes 
‘True Story readers pass over the newsstands every year. (True Story sells 
at a price at least 50% higher than nine of the eleven major women’s and 
monthly magazines) isdemonstration of the intensity of this audience interest. 

Perhaps the most remarkable characteristic of this Wage Earner family 
magazine is the avidity with which its readers read both editorial and advertis- 
ing matter. Daniel Starch Associates, prominent research organization, which 
makes media effectiveness studies among major magazines, each year has 
reported that True Story enjoys, the best readership, from an advertising 
standpoint, of all of the magazines checked. 

Elsewhere on this page are six simple human interest appeals. True 
Story urges you to try your judgment of the reactions of the mass mind by 
ranking these problems according to your estimate of their excitement value. 
But whether you rank them or not, True Story will send you, or anyone 
else interested in advertising and marketing, this human interest textbook, 

How To Get People Excited’’, if you fill in the coupon. The book con- 
tains the correct rankings for these six problems and the 54 others which 
have appeared in True Story Magazine in the past five years. 

Meanwhile True Story, the only major magazine concentrating its cir- 
culation among Wage Earner families, continues to supply the business 
world with a continuous flow of information about the most important con-- 
sumer classification todav— Wage Earners. If you are interested in any phase 
of this vast buying market, whether it be economic, sociological or psy- 
chological, True Story magazine’s research department will gladly make 
available to you any data it may possess. 


Editors know that audiences are best influ- 
enced through their emotions. This is true 
not only of editorial matter but also of ad- 
vertising. ‘hese appeals were all editorial — 
they might have been your 


ADVERTISING! 


| Olive, Edna’s mother, was widowed when Edna was a little 
child. Olive gave all her time and energy to bringing up her 
child and consequently Edna is completely absorbed in her 
mother. Olive has now fallen in love and remarried. Edna feels 
she is being grossly neglected by her mother in favor of her r | 
new step-father. Lives 
2 Conrad's whole life has been one of hardship and sacrifice. 
Now he has received his Soldiers’ Bonus and sees his way 
to alittle fun and freedom for the first time. He wants to buy a car 
and tour the country prior to settling down. His wife Rosa- 
lind wants to have a baby and thinks they should not wait. 
George, 52, has been out of work for two years. He wishes 
to open a business he knows thoroughly, but in order to do 
so must borrow $2,000 from his daughter, her sole savings for 
normal school. The daughter would willingly give it to him. 
His wife thinks it mean and selfish—that he should get C] 


the money elsewhere. 
4 Eunice’s mother forbade her marriage to Terry, so she 
eloped. Since then she has forgiven them but when she 
comes to visit them creates an uncomfortable situation because of 
her attitude. Now Eunice is to have a child and wants her mother 
pany with her until after the child is born and perhaps go home 
with her afterwards for a few months. Terry is against the idea. 
Knowing that his mother-in-law still dislikes him, he feels [ 7 
that she will cause trouble. J 
5 Carrie has been taking her baby to a specialist once every 
week for a year. She wishes to continue this for another year 
so that she can safely feel he has a good start in life. Paul feels 
that they do not oak © specialist—that this is distinctly a luxury. 
hey are financially pressed and he thinks the money can [ ) 
be used to better advantage. = 
6 Mary and Howard, engaged to be married, have bought a 
house. Because she was one of many children and has never 
had any privacy, Mary insists that they have separate rooms. She 
says she has dreamed all her life of a room of her own. Howard 
cannot understand her refusal to share his room at night. He can 
only feel that it is because of something lacking in their Cj 
relationship. 


Put Your Selection OnThis Score Card. Mai! it... Win, lose or 
draw, you'll get the correct ranking, by return mail in True Story’s new 
Human Interest Textbook entitled: ‘‘How To Get People Excited.”’ 


TRUE STORY MAGAZINE 
122 EAST 42nd STREET NEW YORK CITY 


It is understood that my personal guess will be kept confiden- 
tial, but that the swmmarized guesses of all your respondents 
will be sent to me when these summaries are completed. 

Please send your book “How To Get People Excited” with 
the right ranking for these and 54 other appeals to: 


Name ae 


Company 
Address 
City 


State 
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ADVERTISING AGE 


December 6, 1937 


Joins Carr Liggett 
Rockwell H. Austin has joined Carr 
Liggett, Advertising, Cleveland, as 
account executive and radio director. 
He was formerly with Gordon Vichek 

Advertising Agency, Cleveland. 


“Covers the 
Nation’s Market 
Basket’’ 


WOW 


OMAHA, NEB. 


Owned and operated by the Sovereign 
Camp of the Woodmen of the World 


590 KC 5,000 WATTS 


JOHN J. GILLIN, JR., MGR. 


John Blair Co., Representatives 
New York, Chicago, Detroit, 


San Francisco 


ON THE N. B. C. RED NETWORK 


British Postal 
Head Cites Aid 
of Advertising 


Brighton, Eng., Nov. 30.—Advertis- 
ing was cited as one of the most im- 
portant and profitable ventures ever 
undertaken by Great Britain’s post- 
office by Maj. Tyron, Postmaster- 
General in a recent address here 
to the Empire Advertising Conven- 
tion. 

Maj. Tyron emphasized his asser- 
tion by revealing the progress made 
by telephone development during the 
past 12 months. During this time, he 
said, more than 250,000 telephones 
were installed, a figure never previ- 
ously approached in the history of 
the country. The department used 
newspapers to tell its story. 


Plan Next Campaign 


“Advertising,” he declared, “has 
considerably increased the public re- 
sponse to reductions in charges on 
telegraph and telephone services. 
Soon we shall begin a further news- 
paper advertising campaign in con- 
nection with the inauguration of the 
first part of the Empire Ail Mail 
Scheme.” 


ROPER DECLARES 
BASIS NOW HERE 


FOR PROSPERITY 


Business Leaders Told Need 
for ‘Human Research’ 


Chicago, Dec. 2.—Asserting that 
the nation is in possession of all 
basic elements essential to prosper- 
ity, Daniel C. Roper, Secretary of 
Commerce, sounded a plea here last 
night for optimism and co-operation 
between government and industry 
and mapped a course of “mutual un- 
derstanding” to achieve this goal. 

Secretary Roper spoke at a dinner 
in his honor given by the Business 
Advisory Council for the Depart- 
ment of Commerce and attended by 
more than 70 leading figures in busi- 
ness and financial circles. Gen. 
Robert E. Wood, president of Sears, 
Roebuck & Co., was toastmaster 
and W. A. Harriman, chairman of 
the board, Union Pacific Railroad 


This Business 


“Go-Getter’s”°’ 


HOBBY 


Is Shooting 


ing hobby. 


Paige Lincoln, has plenty 


CANADA D 


“Shooting” at business success landed Roy 
W. Moore in the presidency of Canada Dry 
Ginger Ale, Inc. But he has another shoot- 


In contrast to his strenuous duties as a 
super-marketer of soft drinks, today he finds 
recreational outlet for his energies in quail 
shooting. Modern Mechanix with its regu- 
lar hunting department, edited by Robert 


for a man like Mr. Moore—and for other 
hunters, engineers, industrialists—men in 
all walks of life who are hobbyists. Modern 
Mechanix is their book, devoted 100% to 
their recreational interests! It reaches an 


ALL-MAN market 274,548* strong that an- 


© Publisher's Statement, First Six Months, 1937, 250,000 A BC Circulation Guaranteed 


MODERN MECHANIX 


1501 Broadway, 
Garfield Building, Los Angeles «+ 


ROY W. MOORE 


PRESIDENT 


RY GINGER ALE, INC. 
NEW YORK, N. 


nually buys $50,000,000 worth of home, 
workshop, sports and pleasure equipment. 

Now, with color at $1.60 per page per 
1,000 and Black and White at $1.30 per 
page per 1,000 (Based on ABC Guaran- 
tee) Modern Mechanix is a real advertising 
“buy” for all men’s products! 


¥. 


of good reading 


CHAN 


ECHAN and INVENTIONS 


REDUCED COLOR RATES ON INSIDE COVERS 


1 TIME . 3 or 4 Colors . $600.00 
3 TIMES . 3 or 4 Colors - 550.00 
6 TIMES 3 or 4 Colors - 500.00 
1 TIME Black and 1 Color . 450.00 
3 TIMES . Black and 1 Color . 425.00 
6 TIMES . Black and 1 Color. 400.00 


PUBLISHING 


New York + 360 North Michigan Avenue, Chicago 
1014 Russ Building, San Francisco 
Walton Building, Adanta, Georgia *« General Motors Building, Detroit 


co. 


<r 
————_—= 


FAMOUS SLOGAN APPEARS IN NEW FORM 


DOG and CAT FOOD 


“His Master's Choice” 


California Animal Products Company, 


Master's 


— 


revives in altered form the 


Oakland, 


famous old Victor slogan, with the Calo pup terming Calo dog food “His 


Choice." 


Company, and chairman of the Coun- 
cil, responded to Secretary Roper’s 
address. 


Human Element Important 


Citing a need for “broad, unsel- 
fish thinking with more emphasis on 
the human element,” Secretary 
Roper said, “In the wake of such 
a change will be found innumerable 
reasons for faith and confidence In 
the future. At this time revelation 
would show: abundant harvests and 
healthier agriculture; a better un- 
derstanding of the problems of dis- 
tribution; peace with the world, sus- 
tained by a national will on the part 
of the people and their leadership to 
maintain peace; wealth of human 
and natural resource unparalleled in 
history; secure and adequately safe- 
guarded banking structure; better 
industrial relations and productive 
processes that support the highest 
standard of living in the world.” 

As major problems’ confronting 
government and industry today, he 
named a greater need for both so- 
cial and business research; tax re- 
vision; power legislation; labor; 
transportation, and building. 

“It is not enough,” he asserted, 
“in these times for industrialists to 
research for greater production effi- 
ciency inside their plants. They 
must also research sympathetically 
for greater knowledge of the condi- 
tions affecting consumers of their 
goods and assist in solving the prob- 
lems in that field. ‘This is not only 
humanitarian, it is good business 
protection.” 

Secretary Roper replied specifically 
to a recent report of the Business 
Advisory Council which held that un- 
certainty as to governmental appli- 
cation of policies initiated during the 
depression was a contributing factor 
to current hesitancy on the part of 
investors and business leaders. 


Tax Increases Advertising 


The graduated tax on undistrib- 
uted corporate earnings was designed 
to increase the velocity of money 
through wider’ distribution, he 


in dividends and in corporate operat- 
ing expense including wages, bonuses, 
advertising and maintenance. 

But revision of the entire tax struc- 
ture is needed, he said, “to simplify 
the determination of tax liability; to 
distribute the burden more equitably 
and to broaden the base of taxation 
so as to include as taxpayers a larg- 
er percentage of our earning popula- 
tion. 

“It is already evident,” he added, 
regarding injustices caused by the 
present tax structure, “that such sit- 
uations are receiving the sympathetic 
consideration of the Treasury in its 
recommendations to Congress.” 

Secretary Roper paid tribute to the 
co-operative fight waged by the gov- 
ernment and all phases of business, 
industry and agriculture against the 
depression. 

“Regardless of the pros and cons 
of the NRA,” he said, “the bringing 
of divergent views around the con- 
ference table initiated nation-wide 
thinking with regard to our indus- 
trial and social problems that will 
stand out in bold relief when the un- 
biased record of these times is his- 
torically presented.” 


Make Public Understand 


Mr. Harriman, responding to the 
secretary’s address, said that, “it is 
necessary to face frankly the fact 
that there has not been as sympathe- 
tic an understanding of mutual prob- 
lems between government and busi- 
ness as is desirable to achieve stabil- 
ity in business planning and activity. 


“Business men,” he declared, “‘gen- 


pointed out, and did cause increases] . 


——— 
—Ss 


erally recognize the broad social 9} 
jectives of the administration, wher. 
as misunderstanding has beg) 
created through a divergence of opip. 
ion as to methods used to reach thog 
objectives. 

“The time has come for a re-clari. 
fication by business people of thei; 
objectives so that the country may 
understand that they are in tune 
with the desires and ambitions of the 
American people. When this is mad: 
clear, their counsel and advice to goy. 
ernment agencies and to the publi: 
at large will be received with greater 
understanding.” 


Thayer, Morrison 


Named Vice-President; 


Robert E. Thayer and H. A. Morri. 
son have been named vice-presidents 
of Simmons-Boardman Publishing 
Corporation. 

Mr. Thayer is New England map. 
ager of the transportation publica 
tions and business manager of Rail. 
way Mechanical Engineer, Locom.- 
tive Cyclopedia and Car Builders’ (Cy 
clopedia, New York. Mr. Morrison js 
Western manager of the transports 
tion publications and business map 
ager of Railway Signaling, Chicago 


Lorimer’s Name Back 


on Masthead of “Post” 


The name of the late George Hor. 
ace Lorimer has been restored to the 
masthead of The Saturday Evening 
Post, “there to remain as long a 
there is a Post.” 

Mr. Lorimer edited the magazine 
from 1899 until his retirement early 
in 1937. 


Whitehill to Bureau 


Albert E. Whitehill, formerly with 
the Daily News, Bangor, Me., ha 
been named field manager for the 
Maine Publicity Bureau. 


Because it is 


for News and Information on 
Freight Transportation .... 

. THE TRAFFIC WORLD offers you the mot 
complete coverage of volume shippers eg B = 
Its industrial readers control 67% of the total 

inating tonnage of the nation and pay 85% ao the 
railroad freight bill. 

Its transportation readers are the officials who st 
responsible for the planning and merchandising ¢ 
the freight services of the railroads, trucking com: 
panies, express and carloading companies, steams!) 
lines, barge lines, and air lines. 


TRAFFIC WORLD 


418 S. Market St. Chicago, I 
Eastern Advertising Office: 512 Fifth Ave., New You 
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EXPANDS MARKET 


Contrast illustration marks this effective 
copy in New York metropolitan news- 
papers which is part of a new series de- 
signed to stimulate telephone use for 


shopping. 


RCA PLAYS FOR 
‘SWING’ APPEAL 
IN NEW DRIVE 


Camden, N. J., Dec. 2.—Comic 
strip copy, dramatizing the ease with 
which swing music as well as that 
of other types can be made available 
in the home, will feature an ex- 
panded drive of RCA Mfg. Company, 
Inc., on behalf of phonograph rec- 
ords and record reproducers, Thomas 
F. Joyce, advertising manager, dis- 
closed today. 

Motivated by the continued ad- 
yanece in sales, Mr. Joyce said that 
RCA Victor had tripled its advertis- 
ing expenditures on records and rec- 
ord players to embark upon one of 
its most comprehensive merchandis- 
ing programs. 


Low Cost Stressed 


The comic strip copy will appear 
this month and next in Puck and 
will feature the inexpensive record 
players which reproduce phonograph 
dises through the radio set. The 
company’s general newspaper cam- 
paign for the next two months in- 
cludes large-space insertions in 60 
newspapers of 44 cities. The balance 
of the increased appropriation will 
go to magazines. 

This schedule includes a full-color 
page in The Saturday Evening Post 
and pages in Life, Scribner’s Maga- 
zine, Stage, The New Yorker and 
Time. 

New on the radio advertising pro- 
gram for RCA, according to Mr. 
Joyce, will be a series of 45-minute 
transcriptions on records and record 
players to be heard six nights weekly 
through eight key stations. Live tal- 
ent dance music programs are also 
scheduled twice weekly for New 
York National Broadcasting Company 
Stations. These features will bulwark 
the established Magic Key program 
broadcast on Sunday afternoon. 

As an aid to dealers in capitaliz- 
ing upon the increased program, 


What’s the New 
G. O. P. Platform 
Going To Be? 


Read the expert forecast 
in the current Newsweek, 
the magazine that “‘cov- 
ers big news, uncovers its 
meaning.” This unique 
editorial policy is rapidly 
increasing Newsweek’s 
audience among Amer- 
ica’s most prosperous, in- 
telligent people—291 ,000 
families of them already. 
Moral: — Advertise in 
Newsweek, 


RCA has created a demonstration 
service designed to bring prospects 
into the store and to help the dealer 
make the best possible demonstration 
of improved record reproduction. 


Demonstration Kit Offered 


A record player demonstration kit, 
in the first part of this dealer program, 
is offered, consisting of a wealth of 
promotional material. It includes pre- 
pared copy for local advertising, win- 
dow streamers, counter and display 
ecards, 15 selected records demon- 
strating the wide variety of recorded 
music, needles, customer leaflets and 
instructions on connecting record 
player instruments to any one of 
2,700 radio models. 

Lord & Thomas, New York, is the 
agency in charge. 


Cost of Fruit 
Marketing is 
Cut by Chains 


Washington, D. C., Dec, 2.—Not 
only absolving chains from wrong- 
doing, but complimenting them on 
their efficiency, the Bureau of Agri- 
cultural Economics today released a 
survey on marketing of fresh fruits 
and vegetables in the Northwestern 
states. 

The report says that chain stores 
handle about 30 per cent of the total 
volume in New York, 21 per cent in 
Philadelphia, and 32 per cent in Bos- 
ton. The maximum share of any 


one chain is 12 per cent, eliminating 
the possibility of monopoly. 
“Through introduction of mass 
distribution methods, chains have 
unquestionably improved efficiency 
of the process of getting fruits and 
vegetables from grower to con- 
sumer,” said the report. “The 
economies they have achieved are 
due both to their innovations in re- 
tailing and to having partially inte- 
grated the jobbing and wholesaling 
functions. It is evident that much 
of the past duplication of marketing 
facilities has been eliminated.” 
The report suggests, however, that 
contact with chains by growers is 
desirable that the former may be 
given regular information as to size 
of crops and be prepared to act in- 
telligently in emergencies. 


New Trane Department 


The Trane Company, La Crosse, 
Wis., manufacturer of heating, cooling 
and air conditioning equipment, has 
established a new transportation de- 
partment at 852 N. Rush street, Chi- 
cago. James Whalen, formerly of the 
Trane Chicago branch, and Jerry 
Hicke, of the La Crosse air condition- 
ing department, will have charge of 
the new department. 


Celebrates 50 Years 
of Belgian Horse Corp. 


A golden horse shoe printed in me- 
tallic gold ink forms the archway for 
a team of horses on the cover illus- 
tration of a supplement in the Nov. 
23 Chicago Daily Drovers Journal 
commemorating the golden anniver- 
sary of the Belgian Draft Horse Cor- 
poration of America. 


to your prospects in terms of their own self interest, 
and use the special language and special terms they 
use in their business. What are these special interests 
of industrial engineers and executives? What are 
their industrial and professional languages ? 

“Your Mr. Smith-Smith” is the title of a lively 
and interesting booklet which answers these ques- 
tions. It summarizes the basic appeals which attract 
attention— arouse interest— and create desire for 


100 appeals that lead men to buy for 
their business operations! 


@ You can sell more goods more easily when you talk 


industrial products and services. It presents the 


“language” of each of the major industries — from 


textiles to construction. It presents the “language” 


of each of the major jobs in industry — administra- 


tive executives to power engineers. 


A copy of “Your Mr. Smith-Smith” will be sent 


without obligation to executives of manufacturing 


companies or advertising agencies interested in in- 


dustrial selling. 


hts 


McGRAW-HILL PUBLISHING COMPANY, Inc., 556 West 42nd Street, New York, N. Y. 
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DEPICT NEED OF 
SHOWMANSHIP IN 


SALES MEETINGS 


New York, Nov. 30.—A good sales 
meeting should stimulate salesmen 
to think of ways and means they 
have been neglecting to gain sales, 
provide for 100 per cent participa- 
tion in the proceedings of the meet- 
ing and perform the three functions 
of informing, instructing and inspir- 
ing the men for whom the meeting 
was called. Moreover, it should be 
planned with a triple check on the 
“tremendous trifles’’ necessary to 
make a showman-like performance, 
and provide for the comfort of the 
salesmen, who should be treated in 


Post Office 
~ Count — 
— the only way to 
buy farm paper 
ie 
You get it with 


Advertising 


- MIDWEST | 
FARM PAPERS 


Verified by Post Office Count 


Prairie Farmer Nebraska Farmer 
Wallaces' Farmer & lowa Homestead 
Wisconsin Agriculturist & Farmer 

The Farmer, St. Paul 


human rather than impersonaliz®d 
manner. 
These were among the dicta laid 


down by sales managers participat- 
ing in a symposium and demonstra- 
tion on “How to Run a Sales Meet- 
ing,” conducted today by the Sales 
Executives Club at the Hotel Roose- 
velt. Led off by Clarence N. Cone, 
sales manager of Preferred Utilities 
Company, Inc., who reviewed “some 
simple rules for conducting a wide- 
awake sales meeting,” the sympo- 
sium included the contributions of 
Cc. E. Hallenborg, vice-president and 
general sales manager, Dictaphone 
Sales Corporation, Allan Brown and 
Gordon Brown, advertising manager 
and general sales manager, respec- 
tively, the Bakelite Corporation; and 
Lawrence R. Hills, sales training di- 
rector, Rex Cole, Inc. 


Demonstration Is Given 


An actual sales meeting conducted 
by Harry Kuesel, sales manager, 
Phoenix Mutual Life Insurance Com- 
pany, New York, concluded’ the 
meeting, over which Richard Bor- 
den, of Borden & Busse, New York, 
presided. 

A sales meeting should appeal to 
ithe same instincts in the salesmen 
present as the latter are expected to 
use to turn prospects into customers, 
|according to Mr. Hills, who asserted 
ithat salesmen respond most readily 
ito the factors of comfort and con- 
‘ll and to the instincts of 
| pride, fear and affection. In his opin- 
| ion, the greatest motivator is affec- 
tion. 

One way to make a sales meeting 
successful in the experience of Mr. 
Hallenborg is to have salesmen set 
down on paper what they expect to 
accomplish within a given time and 
then to have them report upon their 
performance at the meeting. 

Allan Brown presented in_ tele- 
scoped form the advertising story 
for Bakelite Dental Products, Inc., 
a Bakelite subsidiary company, from 
the standpoint of what the company 
was doing to help the salesmen in 
their work in the field. Mr. Kuesel, 
with the aid of some 16 Phoenix Mu- 
tual salesmen, dramatized his regu- 
lar Monday morning sales meetings. 


PILLSBURY 


CIRC. WAS 


28/2 MILLION ALREADY 


And those busy city 
wouldn't have time to. re: 
Pillsbury ad once again, 1 


folks 


certainly 
ad the same 
if it were to 


appear in still another metropolitan mag- 
azine. So in adding to the Pillsbury list. 


the Hutchinson Agency 
really new market . 
because 
put together don’t 
1.750.000 circulation in 
America specifically. 


That's where your goods a 


minute, 


the munute 


HOLD’S 


you 
1,750,000 


THE 


all the metropolitans (and 
duplicate 
HOUSKHOLD MAGAZINE, 


if you have wholesale distribution. 
That’s where your advertising actually 
is, and your dealers actually know it, 
put on 

. largest circula- 
tion in Small Town America specifically 
. . . Largest-New-Market-Per-Dollar. 
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Getting Personal 


“Man Bites Dog” might have been the title of a little skit that took 
place at the AGMA convention at the Waldorf this week. Usually ac- 
customed to having their own men harass celebrities with flashlamps 
and cameras, Eugene Meyer and Col. Julius Ochs Adler, publishers of 
the Washington Post and New York Times, respectively, found them- 

selves the objects of an insistent 
lens. The two 
newspapermen went through the 
ordeal with flying colors, in spite 
of the lens-wielder’s continued 
fussing with his focus. They 
kept right on smiling, affecting 
a conversational air and even 
shaking hands. 
Aside to hosts: 
Crowell Publishing 
prexy, ducks rich 
luncheon. Without batting an 
eyelash or licking a chop, he 
waved aside a choice portion of 
Oscar of the Waldorf’s prize 
apple cream souffle. But not his 
table-mates, H. Lee Marshall, 
pres., Continental Baking Com- 
pany, and R. J. Hamilton, pres., 
American Radiator Company. 
They polished off the pastry with 
appropriate relish. 
If you detect a sudden academic 


~— photographer's 


SKIN GAME 


Tom Beck, 
Company 
desserts at 


Joe MacGaheran, a. e. in the Erwin, roma about W. R. Needham, 
Wasey & Co. Minneapolis office is plenty pres., Needham & Grohmann, 
proud of this pelt of a jaguar he shot New York, it’s because short- 
at his new Mexican dude ranch. ly he’ll appear in the role of 
wee ee Te schoolmaster, directing a course 


in hotel sales promotion, publicity 
and advertising, for the International Geneva Association. 

Ira Hirschmann, v. p. in charge of advertising for Saks-Fifth Ave- 
nue, has gone and done it. A week after his quiet marriage to Hortense 
Monath, concert pianist, word of the union leaked out. The ceremony 
was performed by Mayor F. H. LaGuardia. Mr. Hirschmann, well known 
as a patron of music, was at one time symphonic commentator over 
Station WOR, which he helped organize while with L. Bamberger & Co. 
Mrs. Hirschmann, who will continue her career under her professional 
name, has appeared as soloist with the leading symphony orchestras 
throughout the United States and Europe... 

More than 400 guests attended a testimonial dinner last Wednesday 
night in honor of Ralph K. Guinzburg, I. B. Kleinert Rubber Company 
prexy. The scene was the Biltmore and the sponsoring group the gen- 
eral merchandise division, N. Y. and Brooklyn Federation of Jewish 
Charities. A large number of advertising and merchandising executives 
were on hand to toast Mr. Guinzburg, generally regarded as a pioneer 
in notions merchandising. Among his “firsts” were the use of full page 
newspaper advertising for notion items and the use of outdoor adver- 
tising for the same commodity. . . 

Kentucky Col. John Dobson, a. m., Borden’s Farm Products Divi- 
sion, will demonstrate the “McCoy” in mint juleps when he plays host 
to newspaper and magazine advertising executives at his annual Wool 
Club Christmas party. Tuesday noon,-Dec. 14 is the date... 

Ramona Lee Fehrenbach made port on Armistice Day, the A. J. 
Fehrenbachs have announced. Mr. Fehrenbach is advertising manager 
of Practical Builder, Chicago, and 
Mrs. Fehrenbach was the media - — — 
departments of several agencies 
before wedded bliss called. . . NORGE SEND-OFF 
Mrs. Eleanor Patterson,  pub- 
lisher of the Washington Herald 
and Times, is written up in the 
December issue of Redbook as 
“Our Leading Lady Publisher.” 

In acknowledging the help of 
friends in his recent Congres- 
sional campaign, Bruce Barton 
last week revealed what he calls 
a “moral obligation to repeat the 
campaign next year.” 

Basil A. Caparell, assistant 
s. m., King Features Syndicate, 
New York, has purchased the Al- 
ler Farm, henceforth to be 
known as Llerapaec Farm, near 
Clinton, N. J. In addition to cul- 
tivation of a large peach orchard, 
he plans to continue the place as 
a going produce and stock farm 
and will make it his week-end re- 
treat. .. omen 

Vincent Bendix is chairman of 
the sixth annual dinner of Artists and Writers Club of Miami Beach, 
Fla. Helping Mr. Bendix plan the affair scheduled for Feb. 16 will be 
Powel Crosley, Jr., president of Crosley Radio Corporation; Larry 
Fisher, v. p., General Motors, and Com. E. F. McDonald, Jr., president 
of Zenith Radio Corporation. . . 


Lloyd Maxwell and Guy Pierce, both with Roche, Williams & Cun- 
nyngham, Inc., took time out Nov. 23 in Chicago to celebrate 25 years in 
the advertising world. They made their debuts together in 1912, start- 
ing on the sales staff of The Associated Sunday Magazines, and after 
several years together drifted apart, but their paths crossed again and 
now Lloyd is first v. p. of the agency, located in the Chicago office, while 
Guy is executive v. p. in charge of the Philadelphia office. . . 


Col. William H. Rankin, president of Wm. H. Rankin Company, 
New York, is director of plans for the Committee for the Celebration 
of the President's Birthday which this year seeks to raise $3,000,000 
to fight infantile paralysis. Veronica Andes, classified advertising 
manager of Callo-McNamara-Schoeneich, Inc., New York, has become 
Mrs. Henry J. Tufarolo. He’s space buyer at the same agency... 


George M. Slocum, Automotive Daily News publisher and AFA 
president, was the guest of honor at the 32nd anniversary dinner and 
old-timers’ reunion of the Adcraft Club of Detroit at the Statler Hotel 
Dec. 3... An 18-foot cotton textile exhibit has been presented to Har- 
vard Business School by Henry P. Kendall, president and treasurer of 
the Kendall Company, Walpole, Mass. The whole story of cotton and 
cotton textiles is told in the exhibit. . . 


George W. Borg (left), 
Corporation board chairman, gives Rob- 


Borg Warner 


ert L. (Believe-it-or-not) Ripley a few 

pointers about the new Norge refrigera- 

tor at the annual Norge sales conven- 
tion in Detroit. 


Institute Tells 
Wine’s Uses in 


Winter Drinks 


San Francisco, Dec. 2.—Hot wine 
drinks are advanced as the ideal ap. 
swer to cold weather entertainment 
requirements of liquid refreshment 
both warming and cheering in a book. 
let issued today by the Wine Insti. 
tute, containing 10 tested recipes for 
use of wine in this manner, and de. 
signed for consumer distribution by 
dealers. 

“Since medieval times,” the book. 
let points out, “hot wine drinks haye 
been used in many lands to temper 
the chill of winter evenings. Now 
modern hostesses are beginning to 
rediscover these drinks as the idea] 
refreshments for fireside gatherings, 
parties and all manner of social oe. 
casions during the cold season.” 


Booklet Emphasizes Economy 


Economy is also set forth as a de. 
sirable feature of wine drinks. Sey. 
eral of the recipes utilize but one 
bottle of wine, for example, in mak. 
ing drinks for 10 to 15 persons. 

“Socially correct,” the booklet adds. 
“wine drinks combine deliciousness. 
smartness, economy and good taste.” 

This booklet is being made ayvail- 
able at cost to wholesalers and retail- 
ers of wine, with the suggestion that 
the recipes it contains be reproduced 
in leaflets, posters, advertisements 
and store displays. 


In Atlanta 
THEY LISTEN TO 


THE SUCCESS of many 
pends on. speed. 
| They must be planned .. . printed ... 
| and delivered into the prospects’ hands be 
fore enthusiasm for the proposition has been 
allowed to cool, before the offer has had a 
chance to stale. Even promotions whose sue 
cess does not primarily depend upon ‘speed 
gain in freshness, spontaneity and pep by 
being completed rapidly. 

There is only one medium that translates 


promotions de 


your advertising idea into print with lightning 
swiftness NEWSPRINT. 
And it will do it more economically, more 
dramatically, more effectively! Investigate. 
Nogegeint Adsertieinain Blac’, Black 


and Colors or Process Colors, 
Is Available in fl Ranging From 
Booklets to Standard Newspapers. 


él echa Press, Onc 


281 STATE STREET, 


BROOKLYN, ANLY. 
+++ PHONE TR-5-23667°: 


STOCK PHOTOS 


Thousands of ready-to-use _ illustra- 
tions, on all subjects, are available for 
your inspection. Write, wire or phone 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue @ Chicad? 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK. 
Phone Bryant 9-6682 
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COLD SELLING Zeroll dipper cuts and rolls a strip| General Motors, Ford ° ae 

of ice cream instead of digging it Use Coll P oming America, cago. 
— Ss out. The defrosting element is her- to Use ege fr apers aay hota ar 
’ metically sealed within the hollow| General Motors Corporation, De- CG ti Advertising on, amilton, 

handle. The portion is released in-|troit, has released advertising orders onven»n. ions Ont. 

A NEW METHOD AND EQuip- through National Advertising Ser- June 12-15—Annual convention, 


MENT FOR DIPPING RETAIL 

PORTIONS OF ICE CREAM... 

A self defrosting ice cream dipper—no need to 
duek” it in water before use. A nan-mechoncel 
pper—releoses the portion instantly, without 
»ctors, Wiggers or gadgets. It cuts ond rolls 
portion rather than digging and squeezing 
Gut. This newly invented Zeroll dipper is o 
bequtiful, smooth, one piece costing of sanitary 
metal-*verving the ice cream without compres: 
Son oF KaMamMinaton—bringyng @ new ease and 
speed "@ service and more pleawre to eating. 

ar 9, 


LF 


1 THE PUBLIC—-The Zerall aig > 
5 dutaguishing mork of f * 4 

are end conncion 4 

+ wherever you tee itim  / 4 

re the 103g fountor Or 

cre you get Zerolt service. | 
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SELF-DEFROSTING, NON-MECHANICAL ICE CREAM DIPPER 
The new ice cream dipper of Zeroll 
' Company, Toledo, will get its first con- 
sumer promotion in January with this 
magazine copy. 


Claims First 
Campaign for 
Cream Dippers 


Toledo, Dec. 2.—What is believed 
to be the first consumer advertising 
campaign ever staged in behalf of 
an ice cream dipper will be launched 
early in the new year by Zeroll Com- 
' pany, of this city, with The Saturday 
| Evening Post as the medium, and 
Sterling Beeson, Inc., as the agency. 

While small space will be used, 


| eight insertions are planned during 


' the first half of the year. 
| The company believes there is a 
‘tremendous latent public interest in 
\ ice cream dippers, in view of the 
' popularity of ice cream among all 
classes and in all seasons. 


or more dippers. 


Three Sales Appeals 


The campaign will stress purity of 
ice cream dipped with Zeroll, which 
avoids contamination by defrosting 
water or ice pellets; the greater en- 
joyment from Zeroll-dipped ice cream 
reaches the consumer 
without compression and without me- 
chanical alteration of flavor or tex- 
ture; and the greater ease and speed 


because it 


of Zeroll dipping. 
Introduced two years 


There 
are no less than 750,000 retail ice 
cream outlets in the United States, 
it is estimated, with each using one 


ago, the 


stantly when touched to dish or glass 
without employment of triggers or 
ejectors. The campaign will be ag- 
gressively merchandised to the trade. 


Blum to Radio & Film 


Leon Blum, formerly general di- 
rector of Station WBBM, Chicago, 
and more recently radio consultant 
to advertising agencies, has been ap- 
pointed director in charge of radio 
sales promotion and production for 
Radio and Film Methods Corpora- 
tion, New York. He will direct 
the presentations of radio shows, 
both live and transcribed, for adver- 
tising agencies. 


Agency Changes Name 
The name of Casmir-Best, Inc., 
New York, has been changed to 
Frank Best & Co., Inc. Officers are 
Frank Best, president and treasurer; 
Walter Reed, vice-president, and V. 
R. Best, secretary. 


vice, Inc., New York, college news- 
paper representatives, for 528 col- 
lege newspapers. Two insertions of 
20 inches each are to appear before 
Christmas. Arthur Kudner, Inc., 
New York, is the agency. 

Ford Motor Company, Dearborn, 
Mich., has also resumed a college 
newspaper schedule through NAS, re- 
leasing single insertions of 336 lines 
to appear in December. N. W. Ayer 
& Son, Inc., New York, is the agency. 


Discusses Consumer 


An advertising clinic was opened 
last week under sponsorship of the 
Advertising Club of Jacksonville, 
Fla., with discussion of “The Con- 
sumer and His Reactions and the 
Appeals which Sponsor His Reac- 
tions,” by Dr. Kenneth Dameron, 
professor of business administration 
and marketing at Ohio State Uni- 
versity and vice-president of the Ad- 
vertising Federation of America. 


Dec. 9-10—Annual convention, As- 
sociation of Canadian Advertisers, 
Toronto. 


Jan. 31-Feb. 5—Annual convention, 
National Retail Dry Goods Associa- 
tion, New York. 


March 21-22—Annual convention, 
Interstate Circulation Managers As- 
sociation, Wilmington, Del. 


March 22-25—Annual Packaging 
Exposition of American Management 
Association, Palmer House, Chicago. 


April 26-29— Annual convention, 
American Newspaper Publishers As- 
sociation, New York. 


April 28-30— Annual convention, 
American Association of Advertising 
Agencies, The Homestead, Hot 
Springs, Va. 


May 3-7—Annual convention, Pre- 


Advertising Federation of America, 
Statler Hotel, Detroit. 

June 26-30—Annual convention, In- 
ternational Association of Display 
Men, Mayflower Hotel, Washington, 
D. C. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 


offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, il. 


DISPLAYS 


Designers & Builders 
CONVENTION -EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 


eee 
ADVER\ISER’S DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, Ill.- Webster 4236 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Wrigley Building 


230 Park Avenue 
New York City 


National Sales Representatives: 


MACY & KLANER, INC. 


JAM HANDY THEATRE SERVICE, INC. 


Chicago, Illinois 


General Motors Bldg. 
Detroit, Michigan 


@ Wouldn’t you like millions to snap to atten- 
tion when you unleash your advertising? 


Then—why not put your advertising before 


people when they are giving complete concen- 
trated attention—at the Movies to “Minute 
Movies.” Here, divorced from the usual day and 
evening interruptions, their eyes and ears are 
glued to the message from the screen. In sight, 
motion, color and sound you can demonstrate 
your product as never before. 


Coverage? Over twenty-five million people a 


Member A. F. A. 


attention every week in more than sixty-five 
hundred theatres from coast to coast (big cities 
—little cities and in-betweeners too). Write for 
full details today. 


GENERAL SCREEN ADVERTISING, INC. 


WRIGLEY BUILDING 
CHICAGO, ILLINOIS 


MINUTE 


WATION-WIDE 


MOVIES 


ADVERTISING 
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RETAIL DISPLAY 
DECLINES 3.8% 
UNDER '36 WEEK 


this year the Index cities show a to- 
tal of 964,212,550 lines against 933,- 
152,793 lines for the comparable pe- 
riod of last year, a gain of 31,059,- 
757 lines or 3.3 per cent. The in- 
trease over the comparable period 
pf 1935 is 9.9 per cent. 

; Elsewhere on this page appears a 
tabulation, showing individual line- 
age figures for each of the 80 cities 
included in this Index. 


a 


Index of Retail Activity in 80 Important 
: Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1937, by Advertising Publications, Inc.) 


makes Hawaii the fifth largest mar- 
ket in the West! Easy to meichanidise. 
Ripe for cultivation... .. More than 
300,000 American ‘citizens needing 
American goods. * .% Write for copy 
of “THE WEST’S FIFTH MAJOR MARKET” 
...it tells the whole story of Hawaii. 
« «+ Completely cover this market 
with the Honolulu Star-Bulletin— 3 
Hawaii's one paper buy. |... _.,, rf 


Honohili 
STAR-BULLETIN J 


Represented by WEST-HOLLIDAY CO., Inc. 


LOS ANGELES 


NEW YORK - 
DETROIT + CHICAGO + ST. LOUIS * VANCOUVER 
SEATTLE * PORTLAND «= ATLANTA 


SAN FRANCISCO + 


| Executive Advertising 


Staff for “Esquire” 


Esquire-Coronet, Inec., has ap- 
pointed the following executive adver- 
tising staff for Esquire and Ken: A. 
M. Dingwall, business manager, Es- 
quire and Ken; Alfred R. Pastel, 
Western advertising director, Esquire 
and Ken; George Theodore Sweetser, 
Eastern advertising manager, Es- 
quire; W. T. Long, associate Eastern 
advertising manager, Esquire; John 
Kingston Herbert, Eastern advertis- 


ing manager, Ken, and Elkin S. 
Kaufman, promotion manager, Es- 
quire. 


Hanson, Hedges, Wood 


New Vice-Presidents 

O. B. Hanson, William S. Hedges 

and Mark Wood, departmental heads, 

have been named vice-presidents of the 

National Broadcasting Company, 
New York. 


Fuller Appointed 
C. W. Fuller, formerly advertising 
director of Fawcett Publications, 
New York, has joined Street & Smith, 
New York, as advertising director. 


Two Join “Time” 

Frank Wilson, formerly district 
manager of F. W. Dodge Corporation, 
New York, has joined the Cleveland 
advertising staff of Time. Frank 
Kelly, formerly with Business Week, 
has joined Time’s Detroit advertising 
staff. 


Markman Joins Hicks 


Paul Markman, formerly associat- 
ed with Beaumont & Hohman, Inc., 
in the Dallas, Chicago and San Fran- 
cisco offices, has joined Ward Hicks 
Advertising Agency, Albuquerque, 
N. M. 


Gerard Appointed 
Melvin Gerard, formerly with For- 
tune and Parents’ Magazine, has been 
appointed promotion manager of The 
Nassau Daily Review-Star, Rockville 
Centre, N. Y. 


Roosevelts Named 


Col. and Mrs. Theodore Roosevelt, 
Jr., have been appointed contribut- 
ing editors of House & Garden. They 
will collaborate in preparation of a 
monthly travel feature. 


Chicago, Dec. 3.—For the week|; Following is a table showing per- % Gain % Gain 
ended Nov. 27, retail display adver-|f@tage of gain or loss over 1936, 48-Week 48-Week 48-Week or Loss or Loss 
tising declined 3.8 per cent below the |f°r each week since the first of this Tonded Tinded fended on Ended meen 
corresponding week of last year, ac-|7©4": City Nov. 30,1935 Nov, 28,1936 Nov. 27,1937 1935 +—«:1936_~—- Nov. 28, 1936 Nov. 27, 1937 Loss 
cording to the Apverrisinc AcE In- pnenry aa al ree. SR eereerrerere 14,175,224 15,603,284 15,590,858 $39 —0.1 349,188 306,550 —i3} 
dex of Retail Activity. end essa tea aigtlas abana chs y« 4.9| Altoona, Pa. ....-..++- 5,541,760 6,071,569 6,477,079 +16.9 +6.7 138,670 140,812 +15 
The 80 important cities included] January 23 |...) |||.) 012) f 4ig| Atlanta, Ga .......+6, 13,262,005 14,070,630 14,764,188 +113 44.9 328,482 319,914 — 24 
in this Index show a total of 21.668.-| January 30  5:3| Baltimore, Md. ........ 19,474,004 20,938,518 21,544,690 +106 +29 508,219 482,257 —§] 
394 Mace -f . ey oe NR } gi5| Birmingham, Ala. ..... 9,856,126 11,000,038 11,978,400 +215 +89 266,714 293,482 +10. 
smee Sor the week, 961,008 lines Piruary 1300 4+ 6.9| Boston, Mass. .......- 19,127,337 19,484,855 19,076,270 —s 765,145 414,477 —i03 
léss than ‘the 22,529,987 line total for|jepruary 20 +16.6| Bridgeport, Conn. ..... 8,006,888 8,462,464 9,131,798 +14.0 +7.9 197,736 196,084 —9o% 
the compared week of last year. . ee oe + 8.3] Buffalo, N. Y. ........ 15,466,942 16,239,002 Herr +h +h 377,678 363,664 ~—37 
Last: year ae epee aremetetaenaaen 11.5| Camden, N. J. ......-. 3,902,942 3,868,747 872,013 —0.8 +01 84,680 89,747 +59 
Pn Hog om pe a | Rep rentgeeetease erie Tizo Cedar Rapids, Ia. ..... 4,322,086 4,690,070 4,854,038 +123  +3.5 105,616 105,504. —9} 
stimulus of bonus payments and the| M27" 29 «-----:- +e eee - +12.9] Chattanooga, Tenn. 6,714,195 6,243,161 5,864,498 —i2.7 —t1i 155,102 132,615 —ia% 
Dey OM] March, 87 26.2.2... cece eee ee ees + 7.9|Chicago, Ill. ........-. 25,851,608 28,687,398 29,917,650 +15.7 +4.3 649,122 645,517 —O.6 
prospects for pay increases caused} April 3 ...................... — 7.3| Cincinnati, O. ......... 15,189,677 15,703,820 16,521,550 +8.8 +65.2 402,769 378,616 —6.0 
retailers, to intensify their promotion ae 7 Peete e tent eee e ee eeeee + 0.9/ Cleveland, O. .......... 16,992,132 18,771,425 20,149,705 +18.6 +7.3 prey seg 443,996 —35 
ee Ss ee LK “~ lll  e EE ciel aaleee os eee aia il ne ae 97,760 297,154 —02 
programs, oc +1 0 
; heath ores eg ee ag aig trae wee + 8.2 D 7 7% 7 Ep 
Me WE ccnssscsess 17,660,332 18,575,247 20,160,312 Fit2 +8. 737,159 765,002 +64 
For the 48 weeks so far reported May ee + O61 tcten, O ............ 12°475,988 11,961,482 14,487,424 4161 +211 316.776 297346 61 
eaters, + 8.9) Denver, Colo. ......... 9,525,451 9,614,718 9,875,720 $3.7 42.7 199,665 228,965 +142 
MEE ee eresez rae ete tind z 34 | Des Moines, Ia. ....... 6,018,366 6,006,424 6,158,119 +23 +25 170,036 172,468 +14 
BY 22... e reece eee eee, ‘9! Detroit, Mich. ........ 19,116,913 20,320,006 21,048,772 +101 +3.6 467,537 436,127 —6.1 
eee egress ig +19.2 : = 
J Beason ' SDE atrecrcht pase Es ae aaa oer aes 217,028 245,196 +123 
A aside tbat etehdditen ‘ es a ein age 6,464,318 6,985,898 8,698,932 +346 424.5 178,752 176,442 —13 
BARR bearers erie — 12] Evansville, Ind. ...... 11,367,076 12,200,202 11,985,680 +54 —1.8 287,952 281,946 —2) 
PRI erie een ite + 1.2] Fall River, Mass. ..... 3,035,480 3,221,259 3,244,443 +6.9 +0.7 52,380 58,097 +10.3 
| PR Renae sable aenriral a cx: 4+18.7| Flint, Mich. .......... 7,692,608 8,489,418 8,651,930 +125 +19 206,724 210,910 +2, 
269 i err rere — 7.1| Fort Wayne, Ind...... 9,956,723 10,906,489 11,112,249 Fil6 +19 242,592 234,486 —dd 
% up in 1996 over 8 A ere er +15.9| Gary, Ind. ............ 4,846,832 5,837,902 6,762,322 +39.5 +15.8 139,765 108,540 —224 
1935, says U. S. Census ED  iaagendeien . + 3.3]Grand Rapids, Mich... 8,101,204 8,932,476 9,881,894 +219 +106 207,970 207,088 —O 
. July BL nn. ccc ccccescccess - — 0.2] Greenville, 8S. C. ...... 5,620,394 5,693,789 354,34 3.1 +11. ,81 f {Rs 
Bureau report of income NS MN a Pl okt ata gts bivades + 2.6 Houston, ener 12,232,276 13,808,809 15,416,184 +26.0 +11.6 312,718 320,194 +2.4 
from Georgia clay prod- AUB. 16 22... ere eee recone + + 14) Thdianapolis, Ind......- 15,229,166 16,772,384 17,555,823 F163 +47 362,523 382,896 +53 
. BME. BE cere see eerseneesevees + 2.41 Jacksonville, Fla. ..... 7,295,456 7,779,632 8,372,910 +148 +7.6 165,522 177,366 +72 
ucts industry. Check one — ae tate sere eeeeee ad Me Jersey City, N. J....... 2,156,175 2,229,963 2,200,637 +21 —13 45,518 40,953 —10.0 
ior i : SOO OB vesseeieneren sss - — 0.9) kansas City, Kans. .... 2,086,042 2,342,186 2,528,567 +212 +7.9 54,509 54,614 +0. 
more major item in the _— - POM es tESeseeeen es “= se Knoxville, Tenn, ...... 8,301,388 9/156,959 10,043,810 +209 +9.7 193,410 224,476 +161 
increasing purchasing ea Pepe ehagaleye lentes ae z 6.3| Little Rock, Ark....... 8,617,728 8,775,443 3,882,431 +31 +12 193,410 182,672 —d. 
f th ie onipbenacaaes ’ — 0.7| Los Angeles, Cal. ..... — .....- 22,614,345 23,738,090 ones +4.9 540,912 543,744 = 0.5 
power o! the prosperous ae meee ee ’ + 0.9] Lynn, Mass. .......... 9,352,224 9,501,954 9,196,504 —17 —3.2 169,092 151,942 —10.2 
JP" Bopp htamelctictetet "3| Manchester, N. H...... 3,271,877 3,269,649 3,523,300 +7.7 +7.8 72,770 80,736 +109 
area served by ‘the er Ee, Shhh sens vevee reer coke ee ee ee 10,399,424 10,662,670 11,388,442 +95 +68 278,362 262,934 —B5é 
BR es oo Os aa — 2.4| Milwaukee, Wis. ....-. 12,523,826 14,553,563 16,769,278 ¥33.9 415.2 426,631 378,770  —1l.0 
Nov. 6 . — 4.0] Minneapolis, Minn. . 13,290,171 14,105,476 13,784,869 $3.7 —£3 319,823 281,408 —12.0 
MA‘ -ON eons oe ad — 6.2|Moline-Rock Island ... 7,155,362 8,043,680 8,648,292 +209 = +7.5 172,536 163,352 —B3 
Nev. 20 ....... PI BES OE — 3.5| Nashville, Tenn. ...... 7,567,828 7,490,210 7,626,010 +08 +18 142,996 161,140 +121 
SR eer ere . — 3.8| New Bedford, Mass. 2,924,603 3,110,624 8,148,642 +7.7 +1.2 74,046 , —16.6 
GEORGIA : i-mate New: Haven, Conn, +. eae s peop} on san kis e333 bey eats pie a a 
; ; Wad New: Orleans, La. ...... 17,024,672 18,524, 939, 2 3.3 j 2,873 —5.! 
TELEGRAPH Smith Joins Ss tNew York, N. Y. .... 55,474,135 61,896,951 61,974,415 +117 +401 1,458,981 1,247,806 —145 
dNEWS John A. Smith, Jr., formerly ad-| sprooklyn, N. Y. ...--: 6,488,261 6,617,092 5,879,811 —94 —112 158,699 88,566 —44) 
an vertising manager of Frank E. Davis} Norfolk, Va. .......... 8,791,692 9,027,592 9,070,978 +32 +05 217,070 221,270 +13 
Representatives: wish Company, Gloncester, Mass. ROS i tentang Cal... 7,032,038 7,303,060 7,324,078 i208 153,797 167,605 28 
THE BRANHAM COMPANY joined Wade Extract Company,/ oklahoma City, Okla... 9,873,185 10,505,177 11,695,768 +18.5 411.3 251,762 295,568 = +7.4 
Orange, N. J., as assistant to the] peoria, Ill. ............ 10,066,237 10,430,260 10,984,650 +9.1 +5.3 268,664 225,274 —16.2 
president. Philadelphia, Pa. ...... 26,740,922 27,386,165 28,476,287 +6.5 +3.9 570,317 626,251 +98 
Phoenix, Ariz. ........ 6,984,643 7,105,756 7,062,846 +11 —0.6 151,704 153,650 = +1: 
Pittsburgh, Pa.......-. 21,762,958 22,096,762 23,495,774 +79  +6.3 766,158 449,554. ~—2. 
rf Portland, Ore. ........ 9,833,338 11,538,329 12,063,872 +22.7 +4.6 234,248 247,926 +5. 
@ ba Providence, R. I. ...... 12,674,116 12,769,335 13,140,446 43.7 +29 281,975 270,807 —39 
*, "9 Reading, Pa. .......... 9,134,800 9,064,844 10,280,710 +12.5 +13.4 208,796 216,762 +3 
Ve: Richmond, Va. ......-. 11,190,284 12,596,638 12,403,078 +108 —1.5 328,846 305,368 —7.l 
eee rae tS §Rochester, N.Y...---- 16,602,403 17,443,385 16,477,982 —05 ——55 711,537 355,652  —13. 
Ves Sacramento, Cal. ...... 7,758,939 8,296,299 8,201,697 +h% =a 197,704 185,990 = —5.! 
i San Antonio, Tex. . 5,324,264 6,134,608 6,068,761 $18.9 1.1 150,094 132,822 —I11i 
i ag 7 San Diego, Cal. ........ 12,331,470 13,326,452 13,154,338 +6.7 —1.3 308,014 249,130 —19.) 
3 VOU) iL HIT San Francisco, Cal..... 13,544,821 14,811,435 15,250,308 +12.6 +2.9 327,240 386,618 +181 
i * Seattle, Wash. ......-- 9,404,076 9,319,732 9,597,808 +3.1 +3.0 176,736 201,292 +18 
; ; South Bend, Ind. ...... 7,786,596 8,477,437 8,846,114 +136 +43 200,944 154,738  —23.0 
pons Bs Spokane, Wash. ...... 6,293,260 6,960,687 7,287,154 +168 +67 160,944 163,744 $1.1 
St. Louis, Mo. ........ 16,011,415 17,348,830 18,206,780 +13.7 +49 437,960 400,265 —8.6 
‘ St. Paul, Minn, ........ 11,468,755 12,217,903 11,523,639 +65  <5.7 278,128 271,528 —24 
Syracuse, N. Y.....---- 10,506,893 11,325,973 11,142,700 61 —1.6 256,358 237,321 —T4 
*Tacoma, Wash. ...... 4,933,920 5,962,153 5,837,295 +183 —2.1 132,328 146,706 +10.3 
Tampa, Fla. ........+- 5,546,324 5,385,825 5,789,704 +44 +75 146,874 143,472 = 
yet DE cuigscsake. xineek .. eeeeaes >: semen P Cine 269,154 285,411 . 
es Toronto, Ont., Can, .... 20,116,569 19,263,140 18,190,669 ff —bS 535,477 423,803 —20.9 
: oe  cRUErerrerrrr 7,032,280 3,760,498 4,014,339 —05 +68 89,250 87,360 —2l 
a: Tulsa, Okla. .......... 8,683,288 9,462,555 9,180,531 +5.7 —3.0 201,838 202,384 +0.3 
Washington, D. C. .... 32,261,841 35,554,438 35,020,791 +88 —is 850,290 764,910 = —10.1 
sie tei, . Worcester, Mass. ...... 10,940,329 11,275,439 11,605,732 +61 +2.9 217,473 217,969 +03 
Yi i vets a Youngstown, O. ....... 8,367,316 8,562,961 8,451,729 +160 —1.3 168, ; —6b. 
‘ Bull’s-eye your dollars in compact . aaennee _——- 
ee os ; 5S . , 2,5 9 22,529,89 21,668,324 —38 
oat Hawaii ae .whose per capita spending- ES cs wie Ke oe ea 847,154,197 933,152,793 964,212,550 +9. +3 3 52 897 1,6 
ao er tNew York American discontinued June 24, 1937. 
power exceeds any one of 16 states. {Brooklyn Times-Union discontinued June 8, 1937. 
aes Tes by — ‘ ll §Journal and Sunday American discontinued June 8, 1937. 
coctiees x. * & Hawaii's year-around payro *Daily Ledger discontinued June 28, 1937. 
forms a steady buying stream... He ——= 
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IS A “MUST” IN 1938! 
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Plan your 1938 displays so that 
10% to 25% of the quantity may 
be equipped with motion, or mo- 
tion-plus-light, for “high spot 
locations, Class A dealers, or t0 
put over a quantity deal. 


For striking new ideas and amaz- 
ingly simple 
(and inex pen- 
sive) new mech- 


FC sential 
anisms—consult \ 


' Lithography 
\ Ag } 
\ Advertisers y 


EINSON- SS 
FREEMAN CO., INC. 
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: FIRST COPY 
. a 
it | Promotion Copy WECO . McKESSON COST SPOTLIGHTED |Price Appeal 
Makes Slender of Auto Copy A 
in DEAL WITHDRAWN nD V8 ARS 
November Gain in New Dress] | wo new Ford V8 CARS FOR 1938 
Chicago, Dec. 3.—Promotional ad- FROM NEW YORK (Continued from Page 1) 
yertising placed in the advertising pany likewise featured the Detroit 
=a press during November showed a orange age page Bomrnemted rt 
: a ade o e 
cage on Potions Premed (Conligned from Poge 3) such prices included. 
ain rod cents intended as the consumer com- Hudson Motor Car Company is 
r The November total of 330,358 | ination price. using a system equally correct under 
— Bf ines was 518 lines ahead of the 329,-| The New York State Pharmacist, the FTC interpretation but varying 
r ons line total for October of this year, | °T&4n of the association, calls the de- in its procedure. Hudson is adver- 
2.6 the gain amounting to 0.15 per cent. cision of the two manufacturers “a tising the base price of its series at 
~5.1 Compared with the same month of decisive victory for the announced this time as it concerns deliveries in 
10.0 iast year, November showed a loss of policy of the association’s fair trade Detroit, the price being tabbed with 
ry 3.636 lines or 1.96 per cent. committee against combination the lines that delivery charges and 
-3.7 "Largest users of space in the adver- deals,” and commends the companies local taxes are extra. Pacific Coast : 
‘5.8 BF ising press during the month were |" recognition of “the desire of re- copy carries a higher price than that ; 
1 & owspapers with 93,478 lines or 28.29} tailers in New York State to elimi- appearing elsewhere. 
_ yer cent of the total, closely followed nate such deals.” The new system involves much 
4 by magazines with 82,796 lines or 25.06 Continuing its drive for support of more work for the agency inasmuch] ¢:44 ford Motor Company newspaper 
“8.5 & per cent of the total. Other impor- manufacturers enlisting under the as copy must be adjusted to each city! copy on 1938 models carries complete 
0.2 tant classifications and the amount of “fair trade banner, the New York in which it appears and check-ups listing of Detroit delivered prices as well 
“4 BF ace used by each were: business | State Pharmacist printed in its cur- must be made with local dealers to} as detailed presentation of equipment 
+ papers, 29,008 lines er 8.78 per cent; |Tent issue the names of 150 drug establish the correctness of the listed included. 
“14 radio, 27,034 lines or 8.18 per cent; manufacturers = — = fair iii aicdiliias ia Studebaker ee price. 
7 ae gg — yd = pnd ~—. perce ny on Sais d a| poration stresses price, with a “com- May Increase Advertising Jordan Leaves Piel 
= yt se pots and farm papers,|Central Violations Bureau at 19 pletely any «4 — on the local | Agency reaction to this, as voiced Posen R. Jordan = —— as 
= i! 438 tee OF 3 46 per cent. W. 44th street, New York, and has ee lby an executive on a major account, Srouuien, 1 "=. Soom . — ‘ 
-2.0 Lineage records of the publications | reated an organization to determine admits the increase in work but is Asc | 7 
34 Hon which this tabulation is based are|Whether minimum prices are being also willing to believe that the pro- Shi: 
™ as follows: = Pipes gg is 0094 ” cedure will result in sales increases m 
~0, et , military in nature, with captains, and consequently, to the agency’s 
= pr eee by Pad Pee lieutenants and other Officers. benefit, more advertising. 
7 Printers’ Ink te ee 41.062 To finance the policing activity, MEDIA SALESMEN Magazine copy for automotive . 
2.9 ol rite ink Monthly 23.772 the association members have _ in- manufacturers in most cases does not vas 
10.0 r “ inlB enact 7 i panes 37,940 creased their dues from $5 to $10 point to price. Explanations given 
0. _ = pees SEP «5 93/509 acai egg oa 5 ape g0- ON SPECIAL DAY include the recent price changes ef- 
en ee Ser een ee ee , ing to e fair trade enforcement fected by many manufacturers and 
MH work. the possibility of future changes and AMAZING SYSTEM SETS TYPE WITHOUT TYPE 
10.2 -- also the fact that magazine prices | FOTOTYPE--the new “synthetic” type--com- 
ts New N Int —_|_New York, Dec. 2—Reversing the [Would necessarily be f.o.b. prices at | Pees ee fe son'at tviling cote, right i 
' New -k, . 2.—Rev . > enh in ; ' 
11. “S ikki l fe l ew ewsprin usual procedure followed by national point of manufacture. erin own office. Fast! Economical! Easy to use! 
12.( tri ng VY ea 5 bd bed +s “aes The cardboard letters fit into special compos- 
-5.3 Pri ce Fa 1 ls t oO advertisers in FOCeSVING space solici Two A oint Devin ing stick and can be set as fast as a hand 
12. That Sheaffer Art”’ tations from publishers’ representa- pp e composites ecto type. Autemetictiiy aligned. 
6.6 R li D li tives, General Electric Company has Stations WHBI, Newark, and] Cuts type costs for offset or zincs down to 
5.4 e teve al tes initiated a plan here whereby sales- WFOR, Hattiesburg, Miss., have ap-| rock bottom. Many modern types available, 
5.5 You hear it on all sides. ay : r’ _|pointed J. J. Devine & Associates, | also reverse letters. WRITE FOR FOLDER. 
45 men are invited to make their pres I N York ti l ad . 
49 — entations at the advertiser’s head-|/™¢ New York, as national advertis-| pug rororyPE CO. 625 Washington, Chicago 
19 Sheaffer pens, in line, 4-color New York, Dec. 2.—Newspapers “t in tl f all inter-| 28 representative. 
f . : quarters in the presence of all inter 
25 and full color roto, come as manifested little enthusiasm today | ..¥.4q departmental executives. “Mag- 
TA over the current announcement of zine review” dates are scheduled b 
16.2 close to a store-counter dem- newsprint mills that the price for the| | 5 erica y 
9.8 . . -E and so arranged as to afford so- 
onstration of the merchandise last half of the year will be $50 aton],. . nae ve 
1s y at ports. This price had already been licitors fullest co-operation in “get- 
3.6 as a picture ever has come. ‘ ting their stories across.” 
5.8 a given as the standard for the first|n.4i.4 out originally in connection \ > “i 
43 - ++ Randell Studios did it...- | six months of 1938, The quota will be| |... or geen 
3.8 How about letting Randell do $1 or so a ton higher for newspapers WS G SOUP Os HUIP PunsensIENS, the e 


MERA se. ae 


a 


bi Pate 


an equally brilliant job for 


removed from waterways. 
A short time ago, the new price 


idea seemed so workable and 
satisfactory to all concerned that the 


5. company decided to extend its appli- 
1.5 you? would probably have been received cation to other groups and enuisiies 
9.) with enthusiasm, as indicating that ‘ é , 
8.1 the trend toward higher costs had |* rae day nd = ey oP yt 
3.9 publications and others publishe y > | 
13.0 been arrested to some extent. In — the Crowell Publishing Company, We say NO eee and here cs why: 
LT e the muddled business situation, Curtis Publishing Company, Hearst 
-8.6 ~» |however, newspapers appear some- P 2 P 
= P. cl Bet d Akela what downcast over the $50 quota- vine 9 aetna Mig Mote ae When you contract for space ina of your organization or the pub- 
09 RANDELL STUDIOS | ag P gecesigg with a 1937 fig-| Way to set aside a day for business newspaper, trade paper or maga- lications. In modern day compe- 
2.3 ; publications. zine, you are simply leasing white tition it also calls for a good t 
6a WRIGLEY BLDG..CHICAGO PHONE SUPERIOR 0965 oe The “reviews” have been conduct-| y P’y - ° ee , paar e hdl 
_ = Apout 4,600,000 tons of newsprint {4 1 much the same manner as are space to serve you in selling. What ace assortment. And it sometimes 
0.3 THE are consumed by newspapers during |C°"Ventions, with the day’s program | goes into that white space is what —_—requires a great deal of time and 
= a normal year. Great Northern Pa- ig ra Pi = = a Bas determines the result you obtain. —_ patience to get an advertisement 
bes Cx tt a [ e Hotel on ee ee tinuing with iuncheon intermission, You pick your illustration, you to have any kind of appearance 
pad ij “ih only 300,000 tons of this—hardly a P gs yg company, | make a fine halftone, you carefully that will satisfy you. True, the 
y w was first on the program, was ) 
Wiis “3 rage arent ee — allotted for example, one hour and 20| g0 Over your copy, you are pleased —_— cost of the space is often small, 
. ]i . @. but its production is usually taken |™utes to give an account of the| with the layout of the advertise- but no space cost is too small not 
= ti Gi Le rf ye by Northeastern dailies located close |™¢tits Of American Magazine, Col-! ment, So far everything is fine to justify the sales message being 
oe e 1s thn wale lier’s, Country Home, and Woman’s ; ‘ a : ‘ 
Newsprint. manufacturers assert | #9m@ Companion, and other publish- until you decide to let the “paper given every opportunity to do 
IN THE CAPITAL that complaints have come chiefly Mig P mnt se ag time,| set.”” So you proceed to either the required work successfully. 
: with consideration given to the num- , i 
from small newspapers. Several " y 
j Absolutely at the top! meetings were held this week by pub- lig magazines being treated by i orgy piled P we perenapee ow 
| . lishers in various parts of the coun- si to be use hea aan 4 not grees and the 
3! Smart Washington makes try, pitvectork to a te Roget Invitations Plot Course your advertisement or simplicity and ease of 
: rint situation, and its probable ef- ‘ . 
its headquarters at the oo a SE nadine. P The company gave due notice to| Youtake achance that Relisbili handling as well as a 
i modern Hotel Raleigh. And inte al ay a my pans  geenigee someone on the publi- Fier snes on, a good fine appearance is 
n a discussion of editorial text, cir- : “Ws <n . . 
ay no wonder — for where can Association Adds Six  |culation, readership, markets, adver-| ©2tiom will interpret eae not difficult to obtain. 
oA you match its bright, mod- National Association of Accredited |tising, and costs. the layout and give —eoo Talk it over today with 
ot . Publicity Directors, Inc., has admit-| In practice, the plan has proved to| yoy what is needed. anaosguomonpaeaines a representative of the 
to ern guest rooms; its gay ted to active membership Roger Wil-|be “an interesting experiment,” ac-| ~. perches ih pueaeaaltal ‘ . 
restaurants: its gracious liam Riis, head of Roger William|cording to Chester H. Lang, director Either of these acts re- conga Faithorn Corporation 
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— single rooms from $3.50. tian Adamson, publicity director,|Ple. It has the advantage of pre- knowledge on the part 
American Museum of Natural His-|senting media of similar character at 

\ 4 tory; Kennedy Crone, publicity direc-|one time, thus enabling the listener 
tor, A. McKim, Ltd., Toronto; and|to view the advertising opportunities 


of Faithorn Complete Service 


phone, Wabash 7820. 


MEMBER OF ADVERTISING TYPOGRAPHERS’ ASSOCIATION OF AMERICA 


Ms 


HOTEL Ln erie president of Yale Mer-|in a better perspective.” ¥ C,, FAITHORN CORPORATION 
R r o. Entire latitude was extended to the q, 

AL EI G H a ti aliedionls publishers as to the manner of pres-| LS Ad-Setters - Engravers - Printers 
PENNSYLVANIA Ave.at 12thSt.NW Post” Celebrates entation and facilities of the House a 504 Sherman St., Chicago » Wab. 7820 PRINTING 


The Washington Post will cele-|°f Magic, including the stage and 
machinery, 


WASHINGTON, D.C. 


EC. Schifteler, General Manager brate its 60th birthday Dec. 6 by pub-|motion picture 


lishing a special anniversary edition. | made available. 
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BOSTON JEWELER 
IS SPONSOR OF 
NEW CO-OP PLAN 


Boston, Dec. 2.—Promotion of a 
plan which blends the consumer co- 
operative idea with instalment buy- 
ing was launched this week with 
copy in Boston newspapers by Jason 
Weiler & Sons, 60-year-old jewelry 
company, with copy in Boston news- 
papers. 

Under the plan, purchasers of $25 
or more worth of merchandise with- 
in a year receive cash dividends 
varying with the gross amount of 
the purchases. 

While the yardstick on which the 


It doesn’t matter which 
came first ... the hen or 
the egg. The big thing 
is that the two together 
make up America’s Billion 
Dollar Poultry Industry. 
Another thing ... you can 
reach this great market 
through POULTRY SUP- 
PLY DEALER ... pioneer 
business paper of the 
poultry industry. It cov- 
ers the retail and whole- 
sale outlets for feeds, rem- 
edies and poultry supplies 
of all kinds. 


Charter Member 


Tie 


RRIDGE D. BUTLER, Publisher 
Attilated with Prairie Former. WLS. 


1230 W oeshington Bivd., Chicago, Illinois 


JEWELERS FOR 67 YEARS 


\\ \ 


[JASON WEILER IS | 
[THE GREATEST CO-OP | 
[ JEWELRY STORE | 
[ IN AMERICA? | 


Remember—when you buy the 
CO-OP way you not only re- 
ceive greater values and easier 
terms—but you also share in 
the profits of Jason Weiler 
Yes—once « year Jason Weiler 
sends you @ check for YOUR 
SHARE of their profits! It's 
profit sharing plan that means 


Gash dividends tor you! 


Cor. - nor & Franklin Sts. 


Jason Weiler & Sons, Inc., Boston 

jewelry company, is using this copy in 

newspapers as initial promotion of a 

novel application of the consumer co- 
operative idea. 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


$4.75 per inch. 
insertions. 


“Positions Wanted,” 
30 cents a line, 


All other classifications (single insertion rates): 
Write for descriptive folder describing Weiss fl for term 


The rates for this department are as follows: 


“Representatives Wanted,” and 
minimum charge $1. Terms 


% in., $2.75; 1 to 3 in., 


REPRESENTATIVE WANTED 


| 


POSITIONS WANTED 


Five representatives signed more than 
$200,000 of upper bracket Alexander 
Film Co, screen advertising this year. 
We need more like them; men and 
women competent to deal with large 
advertisers and agencies. Ground 
sowed; needs more harvesters. More 
North Eastern representation espe- 
cially desired. Full prospect protection 
and renewal commissions. Most na- 
tional advertisers now eyeing theatre 
screen medium. Many broad cam- 
paigns launched. We are medium’s 
oldest, largest and most aggressive 
unit. Leading member of General 
Screen Advertising, Inc. Please out- 
line your background fully. Write 
Alexander Film Co., Colorado Springs, 
Colo., or branch offices, Wrigley Build- 
ing, Chicago, Ill.; 230 Park Ave., New 
York City. 


co-operative buying payment is made 
is held closely in the hands of the 
company, the stimulus is present for 
encouraging greater buying and hold- 
ing customers of the house as ex- 
clusive patrons. 

Whether the promotion will be ex- 
tended to other cities in mail order 
copy has not been determined, it 
was said, with the consumer copy 
here more or less in the way of a 
test of the plan’s efficacy. 


Pay By Check 


Payments on the co-operative plan 
are made by check which copy 
stresses “is not a merchandise cer- 
tificate” and “can be cashed at any 
bank anywhere and at any time and 
spent as you see fit.” 

“You receive a cash dividend on 
all purchases you make during the 


L 


The American 


EGION 


MAGAZINE 


APPOINT 


NNOUNCING THE 


Frederick L. Maguire 


TO THE POSITION OF 


ADVERTISING DIRECTOR 
EFFECTIVE DECEMBER 6, 1937 


MENT OF 


CHICAGO 
307 N. Michigan Ave. 


NEW YORK 
9 Rockefeller Plaza 


DETROIT 
General Motors Bldg. 


REPRESENTATIVES AVAILABLE 
Do you need active effective repre- 
sentation in New York? If so write 
Box 1249, ADVERTISING AGE, N. Y 
Established publishers rep. can handle 
one more trade or class paper in Chi- 
cago and Mid West territory. 

Box 1278, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 
Copywriter, Acct. Exec. Publicity 
oamey exp. Moderate salary. Any- 


whe 
Box "Ta89, ADVERTISING AGE, N. Y. 


bo you need a young and ambitious 
copywriter and layout girl? Like me 
—enthusiastic, reasonably insane, 
possessing a queer yen to work long 
and hard. Recent graduate from 
Northwestern University. No busi- 
ness yy * tania but willing to make 


up for i 
Box 1293. ADVERTISING AGE, Chgo. 


Advertising and Assistant Sales Mana- 
ger. Experienced in distribution 
through dealer, mail order, and direct 
to home in publishing, ers ding mate- 
rial and furniture field 

Box 1292, ADVERTISING AGE, Chego. 


MISCELLANEOUS 


TYPE FORMS BROKEN UP? 
Then reproduce previously printed 
mailing pieces, brochures, booklets, 
etc., with or without halftones. 
changes, corrections, from one of your 
file copies, by newest process. Type- 
setting—engravings unnecessary! 

300 COPIES (8%x11"”) $2.50 
Additional hundreds only 25c 
Lower prices for large orders 

Any size supplied. Write for samples 
Laurel Process, 480 Canal St., N. Y. 


PHOTO POST CARDS 

SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 
GRAPHIC ARTS PHOTO SERVICE 

3rd & Market Sts., Hamilton, Ohio 


period of a _ year,” the company 
points out. “This includes’ every 
purchase you make at Jason Weil- 
er’s whether it is in our catalog or 
not, no matter how small or how of- 
ten, provided the total purchases 
reach $25 during the year. The more 
you purchase the greater the cash 


dividend.” 
Instalment buying is not affected 
by the device which has _ been 


labeled the “Certified Co-op” plan 
and registered by the company. Par- 
tial payments are credited to the 
buyer’s account and considered when 
dividend checks are issued. 


Promote National Brands 


The company ‘offers a wide list of 
nationally-advertised brands and is 
promoting these aggressively in the 
co-operative campaign. 

P. E. Stetson is advertising man- 
ager of the company. 


NEW PRICE RULE 
FOR COAL TRADE 
STARTS DEC. 16 


Washington, D. C., Dec. 2.—Observ- 
ers of the Washington scene who 
harbor a distaste for statistics fled 
the scene in disorder today as the 
National Bituminous Coal Commis- 
sion completed a part of its task of 
establishing new coal prices and 
gladly passed the bulky volume on 
to the fellows who are supposed to 
need a business bible. 

The NBCC is the child of the Guf- 
fey-Vinson Coal bill, which regi- 
ments the coal industry by the sim- 
ple expedient of assessing a heavy 
tax on producers who cling to their 
rugged independence. 

Considerable criticism has been di- 
rected at the NBCC for its tardiness 
in coming up with the necessary fig- 
ures. After surveying the large and 
complicated book of prices, critics 
are inclined to apologize for their 
impatience. They admit that they 
failed to visualize the magnitude of 
the job. 


Covers Eastern Area 


The minimum prices established 
by the commission cover soft coal 
produced in all areas East of the 
Mississippi River and Iowa and be- 


come effective Dec. 16. Since the 
prices do not include transportation, 
they are merely the base for calcula- 
tions. Other sections will be covered 
later. 

It is generally believed that house- 
hold fuel prices will not be seriously 
affected by the new scale, but that 
coal for commercial purposes will be 
considerably higher under the NBCC 
rule. 

One coal expert interested primari- 
ly in the merchandising aspects of 
the situation, refused to comment on 
possible results of the new price-fix- 
ing era on the ground that “nobody 
knows.” 

“We will at least gain some defi- 
nite information as to the effect of 
prices on sales,” said he. “Just now, 
no one can tell just how high coal 
prices must go before the house- 
holder decides to install gas heat, or 
how low they must fall before he 
rushes out to buy a stoker.” 


Problems of Industry 


This expert, admitting that he is 
one of the small minority which be- 
lieves that no business can be regu- 
lated into salvation, took the view- 
point that the coal industry is in 
competition with fur coats and trips 
to Florida, as well as electrified 
kitchens and oil burners. 

“Few families can have everything 
they want,” he explained, “so they 
buy the thing they want most. The 
coal industry must do a better job of 
selling warm and pleasant homes in 
winter before it can prosper. 

“Unhappily, most of the homes in 
this country are so old and leaky 
that the owners couldn’t be comfort- 
able with the most efficient heating 
plant ever invented. This suggests 
that the coal industry, among others, 
has problems unconnected with price 
fixing, even though price may be an 
important factor.” 


Drew Names Presbrey 


Sara Drew, Inc., Newark, N. J., 
maker of foundation garments, has 
appointed the Frank Presbrey Com- 
pany, New York, as its advertising 
agency. Plans for a campaign will 
be announced during the corset buy- 
| ing season in January. 


Banfi Appoints Agency 


Banfi Products Corporation, New 
, York, importer of Florio Marsala 
'Wine and Monte Catini Laxative 
Salts, has appointed Pettingell & 
Fenton, Inc., New York, as advertis- 
ing agency. Lee Brown is account 
executive. 


MAGICIANS WAR 
ON EXPOSURE OF 
TRICKS IN COPY 


(Continued from Page 1) 

are now being staged by Ralston, 
Stokely Tomato Juice, and Bond 
Bread. 

One of the most spectacular magic 
promotions was that conducted by 
Camel cigarets in 1932 when it con. 
ducted a nation-wide campaign en- 
titled “It’s fun to be fooled, but it’s 
more fun to know.” It is from this 
campaign that Reynolds reaped the 
unwelcome harvest of a $50,000 dam.- 
age suit instituted by Horace Goldin, 
magician, who claims to be creator of 
the “sawing the lady in half’ illu. 
sion. 

In a brief filed with Judge Vincent 
L. Leibell in Federal Court here, Mr. 
Goldin claims to have invented the 
trick in 1911 and that it netted him 
$2,000 per year until 1932 when the 
Camel cigaret advertisement re. 
vealed how it was done. 

The tobacco company contends that 
the trick of sawing a woman in half 
was no secret and traced its origin 
to an ancient Egyptian papyrus. The 
brief further pointed out that Mr. 
Goldin had patented his trick and in 
so doing made full public explanation 
of how it was performed. It claimed 
that when a trick is performed before 
an audience it becomes public do- 
main and anybody who can _ see 
through it is at liberty to expose it. 
Finally, the defendant pointed out 
that the trick was explained in a 
book, titled “Book of Secrets,” writ- 
ten by Walter B. Gibson and pub- 
lished several years before the Camel 
campaign. 

Present indications are that the 
suit against Reynolds is only the first 
of many that will be showered upon 
advertisers for alleged unauthorized 
exposure of illusions. Judge Leibell 
has instructed attorneys for both to 
file additional briefs and postponed 
the trial until Dec. 7. 

Whether or not Mr. Proskauer’s 
championing of Mr. Goldin’s cause 
will pacify “conservatives” of his s0- 
ciety who are yelping for his scalp, 
remains to be seen. A closed ses 
sion of the sub-committee appointed 
to hear charges against him, will be 
held in the next few days. The com- 
mittee is expected to submit its find- 
ings to the New York Chapter of the 
American Society of Magicians. 
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|. 0. MCKINSEY, 
MARSHALL FIELD 
CHAIRMAN, DEAD 


Hanagement Expert Suc- 
cumbs to Pneumonia 


Chieago, Dec. 1—James O. McKin- 
sey, chairman and senior executive 
officer of Marshall Field & Co., died 
of pneumonia in Woodlawn Hospital 
last night. He entered the institu- 
tion 10 days ago suffering from a 
severe cold. Mr. McKinsey, who un- 
til October, 1935, was head of a com- 
pany of management engineers bear- 
ing his name, was 47 years old. 

A. T. Kearney, long associated with 
Mr. McKinsey in James O. McKinsey 
& Co., said today that the Marshall 
Field chairman’s greatest contribu- 
tion to industry was in organizing 
the vast store of knowledge made 
available by research and in deter- 
mining a new approach to a study 
of any business, This approach em- 
praced the following divisions: 


Policies or planning. 
Organization. 

Personnel. 

Facilities. 

Methods and procedure. 
Public relations. 


Mr. McKinsey did not necessarily 
place public relations last in his list 
because of a lack of faith in it, but 
because he felt that many other fac- 
tors were more important. A sound 
business could succeed without ad- 
yvertising, he argued, but an ineffi- 
cient company could not succeed even 
with its help. It was for this reason 
that he regarded the average adver- 
tising agency as a speculator, inas- 
much as it is unable to control many 


BLOCK 
THIS 


WICK 


... and Rapid did! Over 
came a plain type proof with 
our customer's instructions to 
put punch in his "KICK"... 
back it went all blocked, 
ready for reproduction. Ad 
men and artists are tickled 
with this Rapid innovation. 
It's a real time and money 
saver, too. Investigatel 


RAPID MAKES 
BLOCK 
LETTERING 
FROM ANY TYPE 
with PHOTOSTATS 


RAPID 


COPY SERVICE CO. 


7 BRAMCHES: NEW YORK, 415 Lexing- 
ton, 444 Madison, VAnderbiit 3-3680. 
CLEVELAND, Ninth — Chester Bidg., 
MAin 9335 @ CHICAGO, 110 Se. Dear- 
born, 228 No. La Salle, 360 No. Michigan 


Ave., 173 W. Madison St., STAte $977. 
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The largest steinie bottle in existence is the claim for this new display of G. Schmidt & Sons, Inc., Ag ms brewery, placed 


at the entrance of the Delaware River Bridge. 


eral Outdoor Advertising Company. 


It is 50 feet high. Al Paul Lefton, Inc., designed the display, erected by Gen- 


of the factors which inevitably play 
a large role in the success or failure 
of the business and of its efforts. 

Mr. McKinsey, born in Mexico, Mo., 
in 1889, won the degree of bachelor 
of laws at the University of Arkan- 
sas in 1913, but his thirst for knowl- 
edge drove him to take other long 
draughts at the fount of wisdom. He 
was given a bachelor’s degree at the 
University of Chicago in 1916 and 
an M.A. in 1919. 

He enlisted in the army at the 
outbreak of the war, and was dis- 
charged as a lieutenant in the Ord- 
nance Department in 1919. Soon af- 
ter, he began to combine a profes- 
sional advisory service to business 
management with his teaching, and 
the former grew so rapidly that he 
was forced to curtail the latter, 
though he never entireiy severed his 
connection with the University of 
Chicago. 

Many large corporations regarded 
both his viewpoint and his ability 
with admiration, and after he formed 
James O. McKinsey & Co. in 1925, 
he served a list which contains many 
of the famous names of American 
industry, such as Kroger Grocery & 
Baking Company, Armstrong Cork 
Company, United States Steel Cor- 
poration, and others, including, of 
course, Marshall Field & Co. 

The latter was so impressed with 
Mr. McKinsey’s work that the direc- 
tors tendered him the position of 
chairman and executive director in 
1935. While he maintained a financial 
interest in his old company, a merger 
with Scoville, Wellington & Co., as 
McKinsey, Wellington & Co. made it 
unnecessary for him to give it much 
of his attention. 


Views on Style Goods 


Mr. McKinsey’s tactics with Mar- 
shall Field & Co. are well known. 
An analysis of its operations con- 
vinced him that the time had passed 
when style goods could be handled 
by a jobber with any great degree 
of success. The figures showed that 
this operation was being conducted 
by Field’s at a loss, and the offend- 
ing member was promptly lopped off. 
Mr. McKinsey showed an apprecia- 
tion of marketing opportunities by 
retaining all of the brands which 
Marshall Field & Co. had made fa- 
mous over a period of years, while 
binding all of them to the parent 
house through adoption of the Field- 
crest name for all. LaFrance hosiery, 
for instance, became Fieldcrest La- 
France. 

The retail store in Chicago effered 
a laboratory to determine the reac- 
tion of the public to any given prop- 
osition, and made it possible for 
Marshall Field & Co. to provide the 
country’s merchants not only with 
fine merchandise, but tested sales 
ideas. Back of this planning lay the 
idea of a national campaign to im- 
press consumers with the quality of 
all Fieldcrest brands, but at the time 
of his death, this project had not 
developed in full, having been con- 
fined to infrequent use of magazines 
such as Harper’s Bazaar, Vogue and 
a few others. 


Mr. McKinsey was also chairman 


of the American Management Asso- 
ciation and it was due largely to his 
efforts that that organization is pro- 
jecting an international management 
conference to be held in this country 
in the fall of 1938. Wrapped up 
with this development, associates 
say, was his theory that since wars 
are fought for commercial reasons, 
more intelligent management will 
make all countries prosperous, and 
therefore peaceable. Before other du- 
ties intervened, he was a prolific 
writer on business topics, and was 
the author of a dozen books. 


Buescher, Who 
Sold Colleges 


on Bands, Dies 


—_— —-- 


Elkhart, Ind., Nov. 30.—Ferdinand 
Augustus Buescher, 76, founder of 
the Buescher Band Instrument Com- 
pany, and who with the late C. G. 
Conn pioneered in the school instru- 
ment field, died here yesterday fol- 
lowing a heart attack. Mr. Buescher 
left the company which bore his name 
several years ago, and was since 
general manager of Art Musical In- 
struments, Inc. 

Mr. Buescher came to Elkhart in 
1875 as a youth of 15 and gained em- 
ployment in the factory of C. G. 
Conn. He remained with that com- 
pany for some 20 years and just be- 
fore the turn of the century left with 
another Conn official to form his own 
company. 

Mr. Buescher had witnessed the 
successful efforts of Mr. Conn to im- 
bue students at the schools and col- 
leges of the nation with a desire to 
play some kind of musical imstru- 
ment and he earnestly seconded the 
attempts of his friend and rival to 
foster this desire through advertis- 
ing. 

Was Big Advertiser 


Magazines of the early years of 
this century were filled with copy 
urging youths to take the initiative 
in the formation of school bands. 
This advertising proved so success- 
ful that both companies prospered, 
while contributing heavily to a more 
interesting college life and more 
spectacular and colorful football 
games. 

Mr. Conn was an exponent of the 
brasses, while Mr. Buescher was an 
expert saxophone player in his own 
right and felt that this was the most 
important instrument in any musical 
organization. While these diverse 
views colored the advertising of the 
two companies, both eventually were 
forced to expand their lines to in- 
clude the other’s specialty. 


MILTON C. ROSENOW, 
COLOR EXPERT, DEAD 


Chicago, Nov. 30.—Funeral serv- 
ices were held here today for Milton 
C. Rosenow, president of Rosenow 
Company, printers and direct mail 
specialists, who died suddenly at 
Methodist Hospital, Gary, Ind., Sun- 


day. His death resulted from in- 


juries sustained in an automobile ac- 
cident Nov. 16. 

Mr. Rosenow, who was 44 years 
old, was a son of the late Max G. 
Rosenow, founder of the company. 
He was widely known as a direct 
mail authority, as well as an expert 
in direct color photography. He im- 
ported one of the first one-shot three 
plate cameras used in the United 
States and contributed substantially 
to the rapid advance of full color 
photography for advertising illustra- 
tion. 

The Rosenow Company will con- 
tinue under direction of Lloyd M. 
Rosenow, surviving brother, and a 
group of associates who have been 
affiliated with the company for many 
years. 


A. W. ERION DEAD 

Buffalo, Nov. 30.—The varied career 
of Arthur W. Erion, 50, president of 
Brace, Erion Company, advertising 
agency, was closed by death here 
last week. Before entering the ad- 
vertising field Mr. Erion was presi- 
dent of a piano company. 


INDUSTRIAL EXPERT DEAD 

Chicago, Dec. 2.—Funeral services 
were held here today for Stanley T. 
Scofield, assistant to the vice-presi- 
dent, United States Steel Corpora- 
tion, who died in Presbyterian Hospi- 
tal Tuesday. 

Mr. Scofield, who was 53 years old, 
was formerly general advertising and 
sales promotion manager of Fair- 
banks, Morse & Co., Chicago. He re- 
signed in 1929 to embark in steel 
market research in Cleveland and in 
1933 took charge of steel research for 
United States Steel Corporation, with 
headquarters in Chicago. 

His activities were credited with 
the sweeping realignment of the steel 
company’s sales methods whereby 
overlapping was eliminated through 
grouping efforts on related products. 


CROWELL LOSES SON 


Chicago, Dec. 2.—Funeral services 
were held in Wilmette, Chicago 
suburb, today for Jay Crowell, 17- 
year-old son of Francis J. Crowell, 
of the George A. McDevitt Company, 
newspaper representative. 

Young Crowell and a school mate 
lost their lives on Rainy Lake, near 
International Falls, Minn., Nov. 26, 
when the ice, weakened by warm 
weather, cracked under their weight 
and precipitated them into the lake’s 
icy waters. 


Accounts to Keeling 


Elsbert Mfg. Company, Chicago, 
has appointed Keeling & Co., Inc., In- 
dianapolis, to handle a business pa- 
per campaign for Grigsby coils. The 
Keeling agency has also been named 
to handle the advertising of Double 
Diamond gear installation service for 
Automotive Gear Works, Inc., Rich- 
mond, Ind. 


Gilbert Named 


Raymond Gilbert, formerly associ- 
ated with Barron G. Collier, Inc., 
New York, has joined Gussow, Kahn 
. Co., New York, as account execu- 
tive. 


Barlow in Debut 

Mason Barlow, Advertising, Chi- 
cago, has been organized as a gen- 
eral advertising agency, with offices 
at 201 N. Wells. street. Present 
clients of the agency include Adolph 
I. Buehler, metallurgical apparatus 
and optical instruments, Castle-Ford 
Company, decorative linens, and 
Clayson Governor Sales Company, au- 
tomotive gears. 


Plan Cherry Week 


The seventh annual National 
Cherry Week, sponsored by mem- 
bers of the cherry canning industry, 
has been set for Feb. 15-22. Dan F. 
Gerber, vice-president of the Fremont 
Canning Company, Fremont, Mich., 
and newly elected chairman of the 
1938 Cherry Week committee, is ar- 
ranging co-operative promotion tie- 
up with other factors of the indus- 
try. 


WMCA 


Chevrolet renews their “MUSICAL 
MOMENTS” for another 13 week 
run on WMCA. This makes the 
tenth 13-week cycle for this grand 
series, broadcast continuously over 
WMCA since April, 1935, 


* * . 


Broadway pre- 
mieres to be re- 
viewed this week 
by Martin Starr, 
WMCA theatre 
critic, include Ir- 
win Shaw’s new 
play, “Siege,” 
“Right This Way,” “Something for 
Nothing,” and “Edna, His Wife,” 
starring Cornelia Otis Skinner. 


In less than an hour after final cur- 
tain, Starr is on the air with his 
critical review of the play. 4 bells 
denote an excellent show,—3 bells 
say it’s good, —2, just fair,—and 
when Starr gives a show one bell,— 
well, better take in a movie instead! 


Lawyers, School Teachers and Pro- 
fessional people of all sorts have 
been contestants on the “You Don’t 
Say” program, Barney’s nightly pro- 
nunciation bee . . . yet the winners 
invariably are stenos, bookkeepers 
and housewives! 


An interesting story on how this 
program got its monicker! Numer- 
ous titles had been suggested, but 
none seemed to fit. During audi- 
tion, Sid Walton, the Wordmaster, 
constantly corrected contestants with 
the admonition, “You Don’t Say!” 

Sponsor Barney thought this 
would be a good name for the show. 
And it is! 


Super-Salesmen Day at the N. Y. 
Ad Club on Thursday will present 
such persuasion experts as Dale 
Carnegie, Vash Young and Edward 
L. Bernays. If you can’t attend 
this interesting session, tune your 


office set to WMCA at 1:15 P. M. 
* @ 6 


“Escape To The Present,” the auto- 
biography of Johannes Steel, WMCA 
foreign news commentator, is now 
being published in French and Ger- 
man in response to the world in- 
terest generated by this “best sel- 
ler.” Steel’s sensational new pro- 
gram, “The Truth Behind The News 
As I See It,” is on the air oy 
Thursdays and Fridays at 8:45 P. M 


WMCA 
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“Mave you seen 
the prod, 


which shows thore va no substitu te for 5 v7) 


the Hirst 3 | 
Markets Group? 2% 


A new analysis has just been completed which ‘ a 
— BELL SOUPS + CONCENTRATED SUPER SUDS + CORONA TYPE- — 
WRITERS * CRANBERRY CANNERS INC. + DR. EDWARDS’ OLIVE 


will prove of absorbing interest to advertisers who seek to 


apply advertising pressure in proportion to the sales oppor- TABLETS » DRENE SHAMPOO + EDWIN CIGARS + ELGIN ae 
tunities in America’s three largest metropolitan markets. WATCH CO. + FAY-MISS BRASSIERES + FELS-NAPTHA SOAP 
CHIPS + FLORIDA CITRUS COMMISSION + FREDERIC’S PERMA- | 
Briefly, this analysis reveals that without the use of NENT WAVE + G. E. MAZDA LAMPS + IVORY SOAP AND FLAKES — 
the First 3 Markets Group no general magazine and no maga-  HELLMANN’S MAYONNAISE + JELL-O + KAFFEE-HAG | % 
zine supplement gives the intensive coverage of metropolitan : LIBBY’S TOMATO JUICE + LUCKY STRIKE CIGARETTES » MAN: : *y 
‘ : ; :  ICARE + MAZOLA OIL * MUSTEROLE + PALMOLIVE SOAP of *™ 
New York, Chicago and Philadelphia which these giant mar- PARKER PENS + PEPSODENT TOOTH PASTE + PHILLIPS’ 
kets require and repay. MILK OF MAGNESIA + SHEAFFER PENS + SHREDDED’ 
- oat ; WHEAT + SMITH BROS. COUGH SYRUP + SPRATT’S 
The ability and willingness of the First 3 Markets : DOG FOOD + SQUIBB’S TOOTH POWDER + SUPER SUDS 
Group audience to buy is demonstrated by the display linage TIMKEN OIL BURNERS + VIRGINIA ROUNDS + WESTMINSTER | 
leadership of each Group newspaper. If you want to develop PIPES na WILDROOT HAIR TONIC 2 WOODBURY'S SOAP 


the full sales potential of this huge audience, ask your adver- 


is distril 
atachm 
graphec 


tising counsel—or a Group representative—to show you this 


new analysis. 


by, 


me 
Sen 
wH 


e 
|i third of all retail sales in America are made 
+4 in the 294 counties in which the First 3 Mar- 
ar 


kets Group reaches 444 of all the families. 
wana’ \ 


NEW YORK SUNDAY NEWS ¢ CHICAGO SUNDAY TRIBUNE ¢ PHILADELPHIA SUNDAY INQUIRER 


WILLIAM E. FARRELL, 220 EAST 42nd ST., NEW YORK CITY, VANDERBILT 35-9292 
JAMES CRAWFORD, TRIBUNE TOWER, CHICAGO, ILLINOIS, SUPERIOR 0100 
KEENE FITZPATRICK, KOHL BUILDING, SAN FRANCISCO, CALIFORNIA, GARFIELD 7946 
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MILLS NOVELTY 


WINDS UP SERIES ADVERTISING PLAYS PART IN WAR 
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The candid cameraman catches Prof. tL we oDm ieee & mee: pees 


James W. Young, J. Walter Thompson 
Company vice-president, as he winds up 


students. ing of the China “war.” 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


eG tecuns tock en CEREAL PROMOTERS GET TOGETHER AT AGMA CONVENTION 


VIEWS CHANGED 
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Gren* Atlantic & Pacific Tea Company 


aphed paper sheets to the easel. over at the Associated Grocery Manufacturers of America convention in New York. (Stories on Pages 14 and 18.) 
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~ Alka- — 


the Chicago Federated Advertising This “baby bond" poster is being distributed throughout the island by the Finance 
Club's copywriting series before 400 Department of Japan. It marks the first promotion seeking special public financ- 


NEW SANTA ROLE 
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Seltzer 
ae 


i COLDS ..NEADACHES == 
% GAS IN STOMACH 
MUSCULAR ACHES : 

AND PAINS 


TOO MUCH FOOD 
OR ORINK 


is distributing this new display, featuring Herman Bowmar (left), general manager of the Ralston Purina Company cereal division; C. L. Connor, Wheatena Cor- 
itachment of a series of three Titho- poration sales manager; R. F. Gaylord, Cream of Wheat Corporation, and W. J. Pflagler, also of Wheatena, talk things 


VITAMIN COUNT ADDS UP VALUE FOR DISPLAY CC. SELECTS "DRESS" FOR NEW MAGAZINE 


Le ee 


Santa gets into the satisfied consumer's 

role for Miles Laboratories, Inc., Elkhart, 

Ind., in this new three-sheet poster, pro- 

duced by Forbes Lithograph Company, 

Boston, for timely holiday season promo- 
tion of Alka-Seltzer. 


WINTER SYMBOL 
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Subeck’s WINTER BEER 


LUBECK BREWING CO,, TOLEDO 


This copy in local newspapers marks the 

debut of “Lubie,” a special winter trade 

character for Lubeck Brewing Company, 

Toledo. “Lubie" also will appear on 

posters, car cards and displays in the 
winter campaign. 


, ; John V. Tarleton, art director of J. Stirling Getchell, Inc., looks’ over dummy 

*Ppel Bros., Inc., Rockford, Ill., presented this effective display at the Western Specialty Clubs’ Association show in Chi- covers of the new magazine, Picture, which is to appear shortly after Christmas 

9°, featuring a magnified drum of nee ogy vay impregnated water, which shows how vitamin content as a 10-cent monthly, with the cover printed in two-color letterpress and inside 
is detected. 


pages in rotogravure. He will be editor. 
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